=RICAN « + «+ 
BUSINESS 

















WALTER H. BRATTAIN. One of 
three winners of the 19% Nobel 
Prize in Physics for investigations 
on sernuconductors and the inven 
tion of the Transistor, the tiny 


device which has created a new Electr 


electronme @ra in Communications 


Rh. KOMPFNER. Awarded Dudel! 


England for tus orginal work on 
the traveling wave tube. This new 
amplifier makes it possible for 
long distance microwave high as 
ways to carry more telephone 
conversations and TV programs ' 


sinultaneously 








H. F. DOOGE. Awarded Shewhart 
Medal by American 
for original con neers and Valdemar Poulsen Gold 


Medal, Danish Academy of Tech- 


Quality Control 
tributions to the art of statistical 


quality contro 


items of telephone equipment 


WARREN A. MARRISON. Awarded 
Medal by the Physical Society of the Tompion Gold Medal, Wor 
shipful Company of Clockmakers ican Ins 


of the City of London, for pioneer 


This control of electrical vibration 
used to send many voices over | and germaniun 


the same telephone line | manu 


Society for 


sed by Western nical Sciences 


making millions of in application of short 


short radw wave 


th 


Metal! 


work on quartz crystal oscillators covery of and pioneering re 


precision standards of time in zone melting. This 


{ 


H. T. FRUS. Awarded 
Honor, Institute of Radio Engi- 


for important work visior 


W. G. PFANN. Awarded the Mat 
hewson Gold Medal by the Amer the Stuart Ballantine Meda 


urgical Engineers 


provides 
the extraordinary purity of sili 
needed 


acture of transistor 


Medal of AXEL G. JENSEN. David Sarnoff 


Gold Medal, Society of Motior 


Picture and Television Engineer 


ributions to tele 


1 Meda! for 


for technical cor 
Hagemann Go 
iltta- Industrial Research, Royal Tect 


nical College, Copenhager 





CLAUDE E. SHANNON. Awarded 


titute of Mining anc | the Frank 


for dis butions to 


Star of comn 
immunates 
on how omer 


the 


Partners and Pioneers in Progress 


On this page are some of the Bell 
Th lephone Laboratories scientists and 
engineers who have been honored re 
cently for outstanding achievement in 
the sciences that bear on telephony. 

We are proud of this fine recogni 
tion of their work and the contribu 
tions of the many other engineers and 
helping to make 


scientists who are 


telephone dreams come true 


For always there have bee n dre ams 
and high hopes in the tel phone busi 
ness, Growth begets growth Research 
reveals new vistas. The words of thirty 


years ayo are even more true today. 


“The future of the telephone holds 
forth the promise of a service growing 
always greater and better and of a 
progress the end of which no one can 


fore Soee 


A considerable part of that proph 
ecyv has been fulfilled. But great as the 
progress has been, there is still greatel 
progress to come. 

Never have there been so many op 
portunities for wholly new develop 
ments in telephone service and so 
well-rounded research to put 
All that has been done 


much 
behind them. 


is just the beginning. 


Working together to bring people together... BELL TELEPHONE 
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Koop hot sales leads HOT ! 











VERIFAX COPYING LETS YOU RUSH COPIES TO SALESMEN IN NEXT MAIL 





Minutes after a sales inquiry (or lose so ma ile Does away with Free new Don Herold booklet 
other item) hits your desk you can dictation, t | transcription errot | irtoonist-lumorist: offer 
have Verifax copies on their way to rive ilesmen a psye hological | ‘ treatise on latest office te 
salesmen, regional managers, key boost. Leads look ore important jue lescribes the 101 short cut 
men in your office. (Your secretary the whole sto there from lettes ! J nige bias bos ht to t 
can make 5 of these photo-exact cop head to signature. Best of all the lead 1 offices + How to answer ul 
ies in | minute for just 242¢ each are “hot t watch sales jump! td eur onl yt 

rhis short cut ends the delays that No end to the uses — \ r Veritas son « Se aa om Sal at cot “a 

( oper ' ill cut dictati mand ty] ng 1 minute + Just mail coupe Or phone 

Price quoted subject on job ifter jol can easily puty for Veritax dealer, listed it ellow page 
to change itself the very first month ler | tocopying Equipment 





without notice 


Yerifax Copying _ 


DOES MORE COSTS LESS MISSES NOTHING 





KASTMAN KODAK COMPANY, Bu Photo Metl 


$3 State St I } ? 


{ ' ) 
‘ t } 


ONLY $148 Kodik’s new Verifa 
Signet Copier! ike 5 cople in | 





ute for 2'2¢ eacl vive ou dr ( 
re ics to-tse copie i wcuratle i ! 

long lasting as the on ginal, It i ¢ 

pletely different pier ( 
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HERE’S HOW 


Eastman Tag gets faster processing from 


its new ADP order-billing-shipping system 


The Company’s original method involved 
manual calculating, writing, checking, and 
copying operations in various departments 
during normal order processing. Whenever 
changes were incorporated, the entire order 
was reprocessed. Cards were manually key- 
punched for many operations, making sec- 
ondary controls necessary. 


Automated Data Processing eliminated these 
disadvantages. It provided faster processing, 
machine calculation, accuracy, and cost con- 
trol with a minimum of manual operations. 

The new ADP system uses a 9-part Moore 


Production-Acknowledgment-Shipping Order 
as the initiating form. The Order is typed on 


an IBM Typewriter Tape Punch which auto- 
matically produces a by-product punched tape 
for conversion to punched cards. The cards 
prepare all subsequent records. . . including 
the Invoice and Statement. 


The Moore man, using Moore facilities, 
helped the Company’s systems men in the 
scientific design and construction of the forms 
that fit the Automated Data Processing 
system. The Moore forms are: a 9-part 
Speediset Production-Acknowledgment-Ship- 
ping Order; an 8-part Speediflo Invoice Form; 
a 2-part Continuous NCR Statement; an 8 
part Continuous Marginal Punched Stock 
Goods Order-Invoice. 








If you would like to read the 
details in this booklet, write on 
your Company letterhead to the 
Moore Office nearest you. 


e SS 


—-< fl 
iiss ios 
* Wael must Ce 
’ , 


or 
oe car 





MOORE BUSINESS FORMS 


inc 


NIAGARA FALLS, N.Y. DENTON, TEX. EMERYVILLE, CALIF. 
Since 1882 the world's largest manufacturer of business forms and systems, Over 300 
offices and factories across U.S., Canada, Mexico, Caribbean and Central America, 
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Monagenisal for Gnoioilh 
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MANAGEMENT POLICIES 
The Tight Money Headache—What to Do About It 


Executives’ Wives in a Growing Business 
Training Men for Leadership 
Foundation for Better Communications 
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COST AND PROFIT CONTROL 


A Man Who Wants His Facts ‘HOT’ 
Ford's Approach to Market Forecasting 


METHODS AND PROCEDURES 


Conveying Orders at Westinghouse 

Order Procedures at Hooker Electrochemica! 

Letters That Say “Thanks, Hurry Back”’ 

Getting Articles Approved for Company Publications 
New Systems and Equipment 


EXECUTIVE DEVELOPMENT 


There Is This About a Boss 

How an Executive Can Tell When He Is Slipping 
Executives Don Coveralls for Product Training 
New Books Worth Reading 


DEPARTMENTS 


Notes of a Roving Reporter Letters From Readers 
Tips for Executives ] Business on the March 


Here vou 8 fhe ame group 
i Hiram Walke ecutives a 
clured on the cover, from the 
the sule of the laboratory 
ndow They aie learning 
thout quality by having a part 
eating it The laboratory 


i hivo-week 


Wert WWounth 


liow are you woing to offset 
the higher postage rates being 
legislated in Washington? One 
way is to modernize your mail 
handling methods. How? Read 
how other have done it in a 
picture report next month, It 
may point the way to cutting 
mailroom cost is much as 20 


yx reent 


Ideas are what make a busi 
me yrow, but where and how 
lo you vet them’ One ot our 
contributors has been checking 
on this common problem = and 


uu Will enjoy his report 


Then there is this matter of 
inventory control mighty im 
portant with money so hard to 
come by. Our Detroit corre 
pondent went over to Chry 
ler busy offices and has turned 
in a report packed with usable 
idea no matter how small or 
how big your inventory might 
bye 


$4.00 a Year 35 Cents a Copy 
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PROBLEM-SOLVING 


METHODS FOR 
MANAGEMENT 


—that really work! 


LJ 
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CHECK THE ITEMS YOU WANT 


A fertile source of management 
ideas and methods is to be 
found in what others in differ 
ent lines of business are doing 
In these Dartnell reports a wide 
range of management experi 
ence and know-how is pre 
sented in a manner that allows 
for easy adaptation to your 
companys needs. Any item will 
be sent on ao 10-day approval 


basis 


“IMPROVED TECHNIQUES 
FOR STAGING MEETINGS 
AND CONVENTIONS” 


A special Dartnell manual based 
on the know-how of o top con 
sulting firm, Theatre-for-Indus 
try, with enough good ideas to 
help you get your neat meeting 
assignment done better, faster, 
and more effectively. $17.50, 


plus postage 


“SUCCESSFUL RECRUITING 
POLICIES OF 200 
COMPANIES" 


This up-to-date report makes 
available practical detailed in 
formation showing how 200 
companies recruit good em 
ployees at minimum cost. 100 
pages, 8%, «11 binder, plus 
exhibits and index. $8.75, plus 


postage 


“SALESMEN’S CAR 
ALLOWANCES AND COST 
PRACTICES” 


To help you bring auto costs in 
line, Dartnell has released this 
1957 survey of actual operating 
plans and cost figures of over 
400 componies. In 6% 211 
binder with exhibits $12.50, 
plus postage 


“WORKING CONDITIONS 
IN 200 OFFICES” 


A new report to help you keep 
the good employees you ve got 
Data on welfare plans, credit 
unions, merit review, vacations, 
recreation, and much more. 100 
8Y%x«11 
binder. $8.75, plus postage 


pages exhibits in 





THEY'LL BE SENT ON APPROVAL 


Nome 
Firm 
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Dartnel 


Zone State 


4660 Ravenswood Ave. 
Chicago 40, Ill. 


Where you can get to know us better and we can 
keep you informed of our plans to serve you better 
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Meet the Staff 


HE other day, I had a visit 

from a young man who was 
finishing a course in journalism at 
Northwestern University. He was 
writing a thesis on AMERICAN 
BUSINESS. He had several 
days interviewing other 
of our staff, and now it was my 
turn 

“T notice,” he said, “that a large 
percentage of the editorial content 
of your magazine is staff written. 
Is that good publishing practice?” 

It was an interesting question. 
According to the late Mr. Webste! 
a magazine is a place to accumu 
late and store materials for future 
use, The term was first used in 
publishing by The Gentleman’s 
Magazine (London) back in 1731 


spent 
members 


Why We Have a Staff 


While we speak of AMERICAN 
BUSINESS as a magazine, actually 
it serves readers as a forum for 
the interchange of management 
experience and ideas. It is a clear 
inghouse, rather than a_ store- 
house; and as such, it has a news 
function. Gathering and reporting 
business news is necessarily a staff 
operation, so we have a staff 
and, I think, a good one. Since 
you read articles by some of my 
editorial associates here at Dart 
nell in each issue of AMERICAN 
BUSINESS, perhaps you would like 
to know a little about them. 

Let's start with Ed Shanks 
Dartnell's executive vice-president 
toth Ed and I got our feet wet in 
editorial and work in 
Cleveland with the American 
Multigraph Sales Company and 
later with the Addressograph 
Company in Chicago 

Shortly after I started Dartnell 
in 1917, Ed joined me. He got out 
our sales service, while I concen 
trated on our new baby, Sales Man 
agement, We sold SM in 1927 and 
bought System, which A. W. Shaw 
had started in 1900 as a house 
for the Shaw-Walke: 


systems 


publication 
Company. 
Gordon Fyfe is our other vice 


president. Gordon joined Dartnell 
in 1931. He came to us from Eng- 
land, where he had handled circu- 
lation promotion for the British 
System. Strictly speaking, Gordon 
is not on the editorial staff, but be 
cause he is responsible for circula- 
tion sales, his advice on editorial 
matters is valued. 

Eugene Whitmore, who edited 
AMERICAN BUSINESS since System 
was merged with it, is our field 
editor. Gene had difficulty with the 
Chicago climate, so he now head- 
quarters in Texas, his home state 
He is a great hand at digging up 
stories, and there is nothing he en 
joys more. 

Leslie Lewis joined Dartnell as 
editorial director in 1937, Previ- 
ously, he had been editorial direc- 
tor at La Salle Extension Univer- 
sity. During World War II, he left 
Dartnell to prepare training mate- 
rial for the Navy, and after the 
war he served in various capacities 
with the State Department. His 
last assignment was as regional of- 
ficer in the Consular Service in the 
Near East. Les is an authority on 
foreign trade as well as business 
administration. 


Every Man a Specialist 


Our specialist in sales manage 
ment and salesmanship is Robert 
Ross. Bob came to us from the 
P. R. Mallory Company in In- 
dianapolis. He had previously been 
on the staff of The Research In- 
stitute of America. Bob is active in 
the Sales Executives Club of 
Chicago and the American Market 
ing Association 

Christopher Weld specializes in 
problems of the controller and of 
fice management. He was formerly 
office manager for Rand McNally 
& Company, Chicago printer and 
publisher. Chris Weld is our liaison 
man with the Young 
Organization. 

Edward Ryan specializes in em 
ployee relations and personnel ad- 
ministration. 
nell Corp., he was a partner in a 


Presidents’ 


3efore joining Dart- 
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management consulting firm in 
Cincinnati. Ed is a director of the 
Office Management Association of TH €& 
Chicago. 
In the field of human relations eN ry) co 28. — + a) r 
we have Marilyn French, who first . 
came to Dartnell in 1944 from the ° 
Illinois Bell Telephone Company. l } eS ec 7 Fa TC | a 
One of her extracurricular activi- 
ties is teaching a class in human 
relations at the YMCA. She is also 
active in the National Secretaries 
Association. 
Robert Dameron, news editor, is 
a graduate of the Marquette Uni- 
versity School of Journalism 
Beatrice Moore, desk editor, was 
formerly assistant to the advertis- 
ing manager of Felt & Tarrant 
Manufacturing Co., now the Comp 
tometer Corporation. 
So you see, our editorial staff is 
composed of people who have a 
background in business manage- 
ment. They may not be literary 
geniuses, but they do know what 
makes a business tick—and, more 
importantly, what to leave out as 
well as what to put into the ar- 
ticles they write for you 


MORE tor the operator 
Survey of the Month aging | «ann 


in new features, beauty 
ease of operation! cos ime-saving’ accuracy 


mear 


As you will notice, we are omit- 
ting our usual special survey from » New Com 
this issue. We have three-week expect from ( 
vacations here at Dartnell so that NEW CUSTOMATIC NEW COLOR 
a good many of our people, both KEY CONTRO 
editorial and in our printing divi- ——— 
sion, are away getting sunburned 
and gathering fish stories. 

Then we wanted to find out if It's the cost per calculation that counts! 
you folks who read the magazine Comptometer's fa is featu 
every month liked these surveys. get MORE AND BETTER wo 
To refresh your memory, here are 
some of the studies published: Reswraay Hay ‘nour “— _ 


Easy-to-Read Large Answer Numerals 

Fringe Benefits for Executives through apertures shaped to reduce glare 
Vacation Trends and Policies ciphers to left of answers are eliminate 
How 58 Companies Use Tests Direct-Action Keys give lightning answe 
Getting-Out-the-Vote Policies levers, cranks, or extra operat 
Compensation of Salesmen Cushioned Teuch—Built-in floating action eli 
Vending Machines in the Office inates “finger-fatigue.” 
Why Executives Come and Go 
Ab . d Terdi You will appreciate the New COMPTOMETER 

senteeism an ar mnees CUSTOMATIC 
Company Plans for Holidays 
How Executives Travel 
Executive Expense Practices 
In-Plant Feeding 


only when you see it in act 


Let us prove this in your office FREE. 


™ P — : = —— - Comptometer Corporation 

Would you like this feature con i7tD Posting Bu. Chtnces 22, Wt 

tinued, or don’t you care? I would ia tate: eaten Gamatecetion tht 
appreciate your views. It would + 501 Yonge Street. Toronto 5, Ontario, 
: f ] Arrange free office trial for me o 

help us in planning the fall issues peat Gun tharntune o1 

Comptometer Customati« 
Comptometer nptograph "220M" 


Comotometer Commander 


v 
\ ( , 'S / 0 y eter Comptograph Comptometer Commander Name 
AY g KA) with new multipli- insures accuracy in dicta Sten 
4 cation hey more features tion. Lifetime Magnetic belt 
than any other 10-key listing saves far more than machine Address 


machine. Mall coupon costs. Try it today, FREE City 
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OBSERVATIONS OF A ROVING REPORTER 


The Dynamic Sixties. Don’t let 
the tear shedders take your mind 
off the big change that is not here 
yet, but is coming sooner than you 
may think. The use of atomic 
wastes, solar power, and new de- 
velopments in the field of elec- 
tronics-to say nothing of our ex- 
ploding population (204,620,000 by 
1967) -are going to bring tremen- 
dous growth opportunities for alert 
businessmen, That is what is be- 
hind the upsurge of security prices 

the spending by big corporations 
to get into a strong competitive 
position for the dynamic sixties. 
But it isn’t only the giants that are 
preparing, 

After taking a look at the birth- 
rate curve, a manufacturer’ of 
children’s knit underwear--The 
William Carter Company~—is 
doubling its facilities in Georgia. 
Favored growth industries for the 
sixties: laborsaving equipment, in- 
cluding office appliances; natural 
resources; airlines; high-tempera- 
ture metals; and electric equip- 
ment, One analyst estimated that 
the market for electronic com- 
puters alone may be “well over $5 
billion and may prove to be closet 
to $10 billion.” 


New Look in Banking. The banks 
seem to be waking up to what is 
happening, too, It is no secret that 
many talented young Americans 
take a dim view of banking as a 
career, So the Citizens & Southern 
National Bank in Atlanta, for one, 
decided to do something about it 
Salaries were brought into line 
with those paid by other local em- 
ployers. A profit-sharing plan was 
established, Then came pensions, 
a stock-purchase program, bank 
paid group insurance, and jointly 
paid hospitalization. A  44-acre 
tract of land was purchased on 
Allatoona Lake for a_ recreation 
center, and a five-year training 
program was begun. 

To make the bank's employees 
more Valentine's 
Day was made “Customer Appre- 
ciation Day.” Special hosts greeted 
all customers and presented them 
with miniature boxes of candy. 
The time has passed when the 
scions of silk-stocking families 
were willing to take bank jobs and 
work for peanuts for the social 
prestige that went with it. And no 


sales-conscious, 
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one knows this better than the 
banker. 


What's in a Name? The Ameri- 
can Safety Razor Corporation has 
changed its corporate name _ to 
A. S.R. Products Corporation. The 
first company to make safety ra- 
zors, ASR now makes hair clip- 
pers, gears, electronic components, 
cosmetics, and hospital products. 
Like so many others, ASR _ is 
spreading out all over, and has re- 
located its Brooklyn main plant in 
Staunton, Virginia. 

Maybe that didn’t have anything 
to do with what happened, but its 
1956 sales hit an all-time high of 
$21,769,429, with a net (after 
taxes) of $938,550 -up 70 percent 
over 1955. The company claims to 
have made the first safety razor 
(the Star) in 1875. And, hold on 
to your seat: ASR’'s press release 
announcing the change in name 
confided that the average man has 
25,000 hairs on his face, each of 
which has to be shaved off. Growth 
ranges from 850 hairs a square 
inch around the chin to as few as 
450 hairs on other parts of the 
face. If you don’t believe it, count 
them! 


TV Room Clerks. The old saying 
that clean competition is a good 
thing for everyone is evidenced in 
the battle of the hotels versus 
motels. Hotels are going all-out to 
recapture the travel business, and 
the traveler is reaping the benefit. 
The Jack Tar Orange House, a new 
community hotel in Orange, Texas, 
uses a closed-circuit television sys- 
tem to register guests without 
their having to get out of their 


cars. One camera at the registra- 
tion desk in the lobby projects a 
picture of the room clerk to a re- 
ceiver in the outside desk. A second 
camera at the motor entrance 
transmits a picture of the guest to 
the clerk. Scanning the driveway 
a third camera enables the clerk 
to view the make, model, and 
license plate of the guest’s auto- 
mobile. A two-way intercom sys- 
tem and pneumatic tubes permit 
an exchange of registration cards, 
room keys, bills, and payment. 


Fun in Bed. Another example of 
how hotels are pulling out all the 
stops to get business: Miami's 
Dupont Tarleton Hotel, which will 
open next winter, will feature colo: 
TV with bedside controls. There 
will also be a bedside rheostat to 
control the intensity of room 
lighting. Guests who have ex- 
hausted themselves lying on the 
beach or getting pushed around in 
eating places will no longer have 
to get out of bed to tune in their 
favorite station. 


Functional Offices. Some of the 
so-called “modern” offices make 
those built as late as 1950 look like 
a Model T Ford. The center court, 
the E-shaped layout, and the 
H-shaped layout designed to get 
desks close to windows are becom- 
ing relics, according to Architect 
Kenneth H. Ripnen, a well-known 
office designer. ‘Today's offices,’ 
he said, ‘‘must provide for rapidity 
of expansion. Automatic ma 
chinery, new communications 
methods, and data processing all 
make for more speed in doing busi 
ness, and offices must be planned 
accordingly. To provide flexibility 
requires movable partitions, un- 
derfloor ducts, overhead floodlight- 
ing, with preplanned standards for 
maximum efficiency.”’ Inadequate 
record storage and parking space 
is another fault in office planning 


The Hubbub Over Automation. 
Walter Reuther and other labo! 
leaders profess to see automatic 
production methods causing wide- 
spread unemployment. In anticipa 
tion of such a condition, some 
unions are demanding the 35-hour 
week with 40 hours’ pay. As a 
matter of fact, research projects 
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of employers, estimated to have 
reached $8 billion last year, will 
probably create more new jobs 
than there are workers available. 

Take, for example, the product 
research conducted by Du Pont. 
Duco and Dulux refinishing en- 
amels alone have opened up more 
than 2,000 new jobs at Du Pont, 
plus an estimated 100,000 jobs in 
automotive refinishing shops. The 
number of persons employed in the 
service industries now exceeds 
those engaged in manufacturing. 
But the 35-hour week is coming, 
so we might as well prepare for it. 
It will come, as other reductions in 
the workweek have come, as a re- 
sult of our capacity to produce 
more with fewer people. 


The Evolving Foreman. Louis 
Ruthenburg, Servel chairman, 
founded the National Management 
Association shortly after World 
War I. At a presentation dinner in 
his honor last month, he remarked 
that a foreman used to be con- 
sidered a departmental master 
mechanic, but today he is regarded 
as a responsible manager as well 
as an administrator. 

“Even greater changes in his 
status lie ahead,” he _ predicted. 
“Automation is moving ahead by 
leaps and bounds. It is an inevi- 
table step in the industrial revolu- 
tion. It is progress which will save 
us from the maximum penalties of 
the inflation we are having and 
will continue to have.’ 


The Fear of Change. Actually, 
there is nothing new or fearful 
about automation. It has been go- 
ing on for a long time in the form 
of many technological improve- 
ments, David A. Morse, director 
general of the International Labor 
Organization, which met recently 
at Geneva, in a thoughtful report 
on “Automation and _ Labor” 
pointed out that: “Technological 
progress holds out great savings in 
labor, Let us not be afraid to ad- 
mit this. These savings may take 
the form of: (1) higher output, 
(2) shorter hours, (3) unemploy- 
ment, or a combination of the 
three .. . The undertakings which 
have _ installed automatic ma- 
chinery and controls with least dif- 
ficulty are those which have had 
the best continuous working rela- 
tions between management and 
labor and which have taken into 
account from the beginning the 
problems of management, the 
views of the union concerned, and 
the individual worker's problems.” 
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Ever figure the cost of 
hand folding? Wow! 


Folding a few hundred bulletins, form 


letters, sfarfements, envelope CH losures. 
hut check the 


time it takes, and you may be surprised! 


may not seem like much 


Hand folding is Slow and tedious 


likes 


nobody 


productive work. And it’s unnecessary 


a job 
It diverts your girls from more 
thanks 


to the Pitney-Bowes Model FH! 


Designed for the small office, it’s simple, 


This folder 
costs less than 


a typewriter! 


two knobs on inch 
lo fold widths wanted 


the FH is ready to # 


= PITNEY-BOWES 


© Folding 
Machines 


Originators of the age Meter 
10) Aranch 


and (a 


scale 


‘ 


and 


; 
) 


light, portable, can be used by any 
body. You set it by moving two 
knobs, easy as tuning in a 

IV set 

a typewriter’ With semi 


{nd it costs less than 


automatic feed, the FH can 
double-fold 8% by I! 
kO per 


sheets at 
minute. Automatic feed, 
available at slight extra cost, gives it 
even higher speeds 

The FH can make eight different 
folds, handles sizes from 3 by 3 up to 
14 by 14 inches, and paper of most 
all standard weights and finishes. It 
can also fold stapled sheets 

With only occasional use, the FH 
Ask 


demonstration, O1 


soon pays for itself the nearest 
PB 


end coupon for tree booklet 


The larger Model FM r va 
fold aa 


fully automat 


office for a 


. j ? y 
upto 19,000 sheets an hou . + ft 
y 
- j 
~ 





*-- 
Pirnty- Bowrs, I 
2121 Walnut Street 


Stamlord, Conn 


Send free booklet on Folding Machines to 
Naan 

burn 

Addre 

















“I’m sick of this overtime on payrolls! 
Invoices! Statistical listings! Now if we 
only had Burroughs Calculators 


with those instant-action keys 


keyboards... 


and those simplified , 
ee. i 
we could really go to “—~ town us 


° ° . )’ There's a Burroughs Calculator just right for your 
O Nn h | h -VO| U me fi U r| Nn high-volume figuring—electric or hand-operated 
“ Demonstration? Call our nearest branch 


Burroughs Corporation, Detroit 32, Michigan 
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The Tight Money Headache 


What a Growing Company Can Do About It 


Consultants Inc 


YOUNG 
By R. C. Trundle i es 
President, Trundle plot ant * 
Chairman, Cleveland Chapter new p ! 
resident Organization, In« 

In addition to the usual ways 

of raising money to finance 

a growth program, there 

are others, not so. well 

known, to consider. Some 


of these are described here 
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dents’ Organization (as reported in 
the May issue of AMERICAN BUSI- 
NESS), a major concern of those in 
attendance was the difficulty of 
getting the money to carry 
through expansion and moderniza- 
tion programs, ‘We have all sorts 
of valid programs for increasing 
sales and profits,” one president 
confided, “but we just don’t know 
where to get the money.” 

What is the cause of this tight 
money headache? For one thing, 
Federal Reserve banks are tight- 
ening credit in an effort to break 
the back of the creeping inflation 
the country is experiencing. There 
are no signs that the Federal Re- 
serve intends to change that 
policy. 


Borrowing on Receivables 


In addition, the drop in bank 
savings is limiting the ability of 
commercial banks to loan money 
for expansion purposes. In the 
tradition of conservative 
banking, loan officers require “col- 
lateral.” They even look down 
their noses at some municipal 
bonds, once considered prime col- 
lateral, Market values of too many 
bonds are sliding down under the 
impact of rising interest rates. 

To be sure, most banks will loan 
against assigned accounts receiv- 
able, if they are good names. But 
you may have to rubber-stamp 
each invoice, and if the accounts 
are at all questionable, the per 
centage of safety required by the 
bank might run as high as 20 per 
Hlowever, there are com- 
panies that specialize in loans of 
this sort. These firms enable the 
borrower to “cash up” his receiv- 
ables the moment the invoice is 
mailed, But the bank must receive 
certified other 
means of assignment, which is a 


best 


coples or some 
nuisance and an expense 
ven with having first crack at 
the collections from assigned ac 
counts, reluctant to 
make this type of loan to “in and 
out” customers, What makes these 
bankers so cagey? Many of them 
do not have the funds to loan 
“People are not saving as great a 
proportion of their income as they 
once did,”” a Boston banker told 
The Wall Street Journal, “Instead 
of driving a Ford or a Chevy, 
they're driving a bigger car—most 
are living beyond their means.” 
“Americans have adopted a 
policy of spend-it-up,” declared a 
Cleveland banker, “If everyone in 
the United States would save just 
a litthe more money, the problem 


banks are 
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of tight money would heal very 
rapidly.” 

“People are spending rather 
than saving these days because 
they have found a measure of se- 
curity in high employment and 
prosperous times,” said Arthur A. 
Blumeyer, president of General 
Contract Corporation of St. Louis, 
which operates eight banks in the 
Midwest and South. “With the fu- 
ture a little more secure, they feel 
they can spend a larger proportion 
of their income.” 

Yes, money is hard to come by 
for the business which would like 
to expand but is short on cash and 
credit. And there are some who 
believe that the situation may get 
worse before it gets better. What 
is a growing business to do? Must 
its management sit on its hands 
and wait for the money tree to 
bloom again, or is there some way 
money can be raised without go- 


ing through a bank? 


Do You Really Need Money? 


First of all, before climbing out 
on a limb, we need to ask our- 
selves a few blunt questions. Do 
we really need the money? Speak- 
ing before a meeting of small busi- 
nessmen in Toledo, Ralph A. 
Loucke, president of the United 
Savings and Loan Association and 
the Lucas County Bank, cautioned 
his audience about the dangers of 
going heavily into debt. 

“Too many small businessmen,” 
he explained, ‘“‘believe that if only 
they had enough capital, they 
would have no trouble making 
money. But we bankers know bet- 
ter. I know of situations where too 
much money loaned by a bank has 
caused the downfall of the small 
businessman. To qualify for a 
loan, a business should be making 
a profit and show evidence of 
sound management.” 

A business that is making 
money and has a good manage- 
ment record, as Mr. Loucke said, 
can usually arrange to finance an 
expansion program. A_ case in 
point is the acquisition of the 
Brunswick-Murray Pinsetter Cor- 
poration by the Brunswick-Balke- 
Collender Company. Brunswick- 
Balke-Collender needed capital to 
finance the long-term installment 
sales of the pinsetting equipment. 
Bowling alley owners _ usually 
wanted to pay for the equipment 
out of savings. A deal was made 
between the manufacturers of the 
equipment and the Otis Elevator 
Company, which was to install it. 
The CIT Corporation then agreed 


to handle the financing. It was 
that simple. 

In the same way, a company 
with a good earnings record over 
a period of years can usually find 
investment bankers who will help 
it to work out a financing pro- 
gram through the sale of equity 
securities—possibly a package 
deal. A small independent tele- 
phone company in Central Florida 
used this plan successfully—10 
shares of common and one share 
of preferred stock at a unit price 
slightly above the $100 par value 
of the preferred. The preferred 
shares met the requirements of 
investors who want dividend se- 
curity but also would like to par- 
ticipate in any appreciation of as- 
sets. An investment broker charges 
a few percentage points for his 
work, but it is worth it. 

But when the business has been 
plowing back most of its profits 
into equipment and buildings, or 
using them to expand a sales or- 
ganization, raising money through 
the sale of equity shares or even 
debentures is out unless the man- 
agement has enough moneyed 
friends to buy a minority block of 
the voting stock. Even that plan 
is not all it is cracked up to be. 
Minority stockholders can cause 
plenty of trouble if the business 
does not flourish. 


A “Plaster’’ on the Plant 


What then? If the company 
owns its buildings and equipment 
free and clear, there is a possibility 
of getting a loan secured by a 
real-estate mortgage. Brokers 
sometimes will sell your mortgage 
to a private investor, whereas a 
bank usually sells its mortgages 
to an insurance company. You may 
even find an insurance company 
that will make a_ well-secured 
loan at a reasonable rate of in- 
terest without charging a com- 
mission. But anyone loaning on a 
mortgage would want assurance 
of your ability to repay the loan 
principal in a period of 10 years. 
That could present a_ problem. 
Most businessmen avoid fixed-ma- 
turity debts. 

Borrowing on the life insurance 
of officers is another “easy” way 
to get money. But before doing 
that, the borrower ought to be rea- 
sonably sure that he is not going 
to suffer a heart attack or be hit 
by a truck before he can repay the 
loan. His widow may need all the 
proceeds from his insurance to 
avoid having to put the business 
on the block to satisfy Uncle Sam. 
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Usual Ways of Raising Money 


Unusual Ways of Financing Growth 





Sell equity shares to friends and or employees 


Borrow from bank against ‘John Doe 
on real estate. 


mortgage 


Assign accounts receivable to a finance company 
or bank under a rotating arrangement 


Sell or lease exclusive franchises to qualified dis 
tributors. 


Increase cash discount to induce buyers to pay 
more promptly. 


Place finished inventory in public warehouse and 
borrow against warehouse receipts 


Capitalize good-will and sell ‘‘packaged 
and preferred stock to the public 


common 


Merge with competitive or related corporations by an 
exchange of stock, then recapitalize holding com 
pany and sell stock to public 








Set up inventory control system aimed at releasing 
capital as well as buying advantageously 


Sell and lease back equipment and other assets to 
a large investor such as an insurance company 


Transfer real estate to a holding company and sell 
its bonds. Loan proceeds to parent company (tax 
deductible) and later spin off profits in real estate 


affiliate to realize capital gains 


Sell entire annual contract to a 


factoring 


production on 


company, with understanding payment 


will be made upon delivery of goods 


Sell customers ‘‘share the profit’’ stock which gives 


them certain privileges 


Incorporate subsidiary in Canada (Canada has no 
capital gains tax) 


Sell present buildings and relocate in a community 
willing to finance a new plant 








It is wise to keep that source of 
funds open in case of an unforeseen 
emergency, rather than to use it 
for business expansion. 

More and more companies that 
own their plants and need working 
capital badly have found it helps 
their cash position to sell the old 


a policy was 
now? Are we 
finished goods? 


Should 
quantities used 


ventory 


plant and make a deal with an in- of changing condition 
These are jus 


dustry-hungry community to fi- 
nance the building of a more mod- 
ern plant and lease it to the com- ask itself when 
pany. The Chamber of Commerce 
of Greater Philadelphia, for in- 


questions 


stance, is searching for industries ing to assure adequate 


in a big way. There is a lot of 
money in Philadelphia seeking in- 
vestment. One of the ways that 
new industries are attracted is by 
arranging for a company with an 
“interesting payroll” to get capital 
for expansion if they relocate in 
the City of Brotherly Love 

If money cannot be obtained at 
reasonable terms through regula 1. Are we 
channels, and if management de 
cides that an expansion program 
is necessary in spite of the com- 
pany's inability to borrow or do 
further financing, then the money 
must be squeezed out of current < 
operations. The first target that When did we 
comes to mind is the inventory. Is 
the inventory control system 
working? Are we carrying a larg- 
er inventory than needed to main the various item 
tain continuity of sales and manu we concent! 
facturing operations? up the lea 

Now that production of 
raw materials is catching up with 
demand, there is a possibility that 
we are buying further ahead than 
necessary. With prices rising, such roduc 


While there i 
rule for ins 
seven pertinent 


“Trundle Talks 


to have? Have 


our supplier 


off some of the 


most produced it 
obviously ti 
ventory 


a produc t 
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profitable. Is that true | 
accumulating ove! im our 
stocks of slow-moving materials o1 An _ item 


much money tied up in dead in 


the “economical item with a low materials content 
department be re 


a few 
management 


sider inventory control as a means 
of freeing capital rather than buy 


Seven Pertinent Questions 


entory control, here are 
question 


pointed out in one of our m«é nthly 7. Do 


capital tied up in inventory 


effectively using the 


inventory controls 


original concepts 


and trying to outg 
2. How current 
what did it no 


, What 1 the turnover time on fo! that 


What is the materials content 


various inventory items’ 
with a high 
content per dollar of sales ties up 


more cash in inventory than an 


materials 
we have too 


the purchasing In a seasonal business, it is far 
‘vised in the light 


better to sto kpile labor than 
material 
of the 


needs to 


5. Can orders be rescheduled so 
that deliveries coincide with needs, 


begins to con them? Many items 


not anticipate 
in the course of production, require 
purchased parts. If lead time can 


supplie will be 


be shortened, less money 


tied up in inventory 


6. Can more high-material-con 


hard and fast tent components be subcontracted? 


Items of high material content tie 
which I up cash in inventory 


i you know vith respect to 


about freeing 


each item of inventory the percent 


material to value? 


of labor and 
Shouldn't this show on the stock 
e are supposed cards? 


violated ot . 
violated out Another way to get money with 


soul is to sell 
back real estate, equip 


shortcutting 
the needs of 


out mortpvayving you! 
and lease 
ment trucks, and so forth. A com 
mon mistake made by businessmen 

and whose 
Should we sell 
moving items’ money up in bricks and mortar, or 
costly 


growth depends upon the 


employment of capital is to tle 


matter machine 


produce? Ci tools. This is a relatively new con 

those hi ie it of financing that has become 

idely used as a device for getting 

w-cost capital from large inve: 

uch as insurance companies 
expansion 

Lease-financing started in Eng 


Continued on page 








Back in the depression, an understanding wife gave many a frustrated male 


courage to go on. Then, as now, ‘‘the little woman’ casts the deciding vote 


4 


Convention speakers are cleaning up their stories and learn- 
ing to turn on the charm as more and more wives accom- 
pany their husbands to company conventions and clinics. 
They like to sit in so that they can discuss bothersome prob- 
lems with hubby and meet company officials. And do they 


enjoy it—especially when the company picks up the tab 


12 


When making your 
plans for that big fall 
convention and other 
company gatherings— 


Don’t Overlook 


THE LITTLE 
WOMAN 


By E. M. Ryan 


NE of the foibles of the late 

John H. Patterson, founder of 
The National Cash Register Com- 
pany, was to try to arrange the 
lives of the wives of his executives 
as well as those of his men. On 
one occasion, while the men were 
having their convention in the 
company’s big assembly hall, Mr 
Patterson required the wives, who 
were guests of the company, to at 
tend a cooking school. The women 
were instructed in the preparation 
of nutritious meals that would 
keep their husbands healthy and 
vigorous. It was the Patterson 
theory that when he hired an ex- 
ecutive or a salesman, he assumed 
responsibility for the financial 
welfare of the family. It was up 
to him to do whatever was needed 
to make the family prosperous, en 
joy good health, and have a strong 
urge to succeed, 

Mr. Patterson was a firm be- 
liever in the power of a woman 
He was one of the first to recog 
nize that when an employer was 
able to make the little woman en- 
thusiastic about helping her hus 
band to greater success, that ex 
ecutive or salesman usually was 
able to contribute more to the 
growth of the business. 

Another Patterson first was t 
conduct sales contests giving the 
wives the prizes their husbands 
won, The prizes were picked to 
appeal to women and were fea 
tured in each issue of the NCR 
News during the contest. Copies 
were sent to each salesman’s home 
so that his wife would be sure to 
see just where hubby stood in the 
contest and what extra effort was 
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needed to win the prize she had 
picked. 

Later, other companies, noting 
the success of the Patterson proj- 
ect, instituted similar contests for 
the “wives and sweethearts.” To- 
day, a majority of sales contests 
are so planned that the wife, 
mother, or sweetheart has a direct 
interest in the success of her Lan- 
celot. Merchandise prize books, 
trips abroad, and vacations in 
Florida for the family all figure 
in these contests. The fact that 
such contests are repeated year 
after year is good evidence that 
getting the little woman into the 
act pays off. 

One of the problems faced by 
every business enjoying 
growth is that executives and 
salesmen who are “in the money” 
are inclined to let down and take 
it easy. Their immediate needs are 
satisfied. This is especially true of 
commission salesmen, The smart 
employer finds a way to increase 
the wants of these men so that 
they will work harder to fill them 

One way this can be done is 
through the wife. When she de- 
cides that the family needs a bet- 
ter home, she goes to work on the 
project and plants the idea. In the 
course of time, the family buys a 
new home. Or perhaps there is a 
daughter in the family. A desire 
is created to send the daughter to 
a swanky eastern finishing school 
or to Europe to “round out” her 
musical education. The man of the 
house may be satisfied with things 
as they are and with his pay 
check, but when his wife gets into 
the act, things begin to happen. 

To be sure, not all businessmen 
go along with this philosophy 
They argue that a man’s family 
life is none of his employer's busi- 
ness. They want no part in sales 
contests which aim to reach the 
husband through the wife. These 
men consider this a sneaky way 
to operate. Yet who will deny that 
most wives are anxious to help 
their husbands advance, if only 
they knew how? This is evidenced 
by the number of insurance and 
real-estate executives who operate 
as a man-and-wife team, The wife 
makes his appointments and may 
even help out at the office. It can 
be said, with a bow to the distaff 
side, that very often the wife is 
more important to the _ busines: 
than the husband. As a rule, one 
complements the other. One is a 
good outside man; the wife is a 
better “inside man.” 

When it comes to holding execu 
tives—-and this applies to en 


sales 
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gineers and salesmen as well, the 
wife is often a deciding factor. If 
she is “sold’’ on the company, its 
future, and the way her husband 
is treated, she can be a powerful 
influence. Should the man become 
restless and talk about “bettering 
himself his wife can be an art- 
ful dissuader. On the other hand 
if the wife is not convinced that 
her husband has a good job, with 
a good company, she may fan the 
embers and he will soon go job 
hunting. That is why so many 
companies put wives on the mail 
ing list for the employee publica- 
tion. They leave no stone unturned 
to keep the wives sold on the com 
pany and the way it takes care of 
its loyal employee: 

An engineering company in the 
midwest had just been taken o 
by a new group. The company hi 
been losing money, and it was im 
portant that ilaries be held down 
until the corner wi turned, The 
president f the new company 
knew his women. He realized that 
the men would probably go along 
with a lower alary than they 
could get elsewhere, but the little 
woman who had to make the out 
n the income might 
When the 


grocery rose and her house 


PO stay with 


i 
no e it that way 


' 
: 
C 


frequently motivated by the des 


hold mor 


presi 
dining roon 


ited 


hief executives of giant corporations 


» 10. Then with visual aids and 
a winning smile, he spelled out 
for the benefit of all present the 
bonus plan the company had 
adopted, the outlook for the busi 
ness and the prospects for execu 
tives who were willing to tie thei 
futures to that of the company 
The gals went home with a pi 
ture they had not seen previously 
The business did grow and thrive 
leadership which 


might not have happened if some 


under its new 


of the keymen had left for greene 
pastures at the crucial stage of 
reorganization 
Here is a 
used by Louis Wozat 
Tait Manufacturing 
Dayton, to help wives of executives 


five-point) program 
president of 


Company 


ind employees to understand and 
know about the company. Particu 
lar efforts are made to keep them 
informed about policies which are 
designed to offer the wife and 
family greater security and a high 


er standard of living 


Many letter are sent to the 
where the husband and 
an read them together. Mt 
wife has written letters 
wives of other executives 
company matters and how 


feels about them 


as well as those on the way up, are 


ambitions of their wife and family 


2. The company holds an annual 
en house for wives and familie 
f all employees and executive 
4. The company publication i 
nt to the home rather than being 
distributed at the plant 
j The pre ident invite exec 
es and their wives to his home 


an occasional social affair 








5. The company tries to have 
one big affair each year which is 
attended by all employees and 
their wives. Recently, such a gath- 
ering was held in the ballroom of 
one of Dayton’s large hotels. 


Not all executives agree that the 
wife is important to management. 
For instance, an executive with a 
large insurance company feels that 
“this emphasis on wives in busi- 
ness in overdone. As I see it, the 
wife naturally should provide the 
executive with a normal, happy 
home life. But if you think you 
are going to get at the executive 
through his wife, you are mis- 
taken. Each case is_ individual; 
you can’t set up a program to in- 
fluence executives’ wives on a 
mass basis.” 

This man added, “Three of our 
top-management executives are 
bachelors. They have no wives to 
‘get into the act,’ and they are 
well-adjusted, effective adminis- 
trators, It is my opinion that the 
current fad of psychiatric theories 


has made us all ‘look under the 
bed’ too much for emotional in- 
fluences and causes,” 

Regardless of whether or not all 
executives concur, the majority of 
American business organizations 
realize that wives are getting 
greater acceptance in the manage- 
ment picture, Up-to-date, growing 
companies are doing more and 
more to keep them informed about 
company affairs, policies, and 
practices, and especially the good 
work being done by their hus- 
bands. They find that if the wife 
is properly informed, she will back 
up the executive and encourage 
him in a quiet, normal way—pro- 
viding him with the best possible 
foundation for building a success- 
ful career. As a company grows, 
so do the problems faced by its ex- 
ecutives. Undue emotional pres- 
sure or unpleasant conditions at 
home can hold back the man’s 
growth and, indirectly, the com- 
pany’s growth. Therefore, top ex- 
ecutives believe that it is part of 


management’s responsibility to d« 
all it can to ward off domestic 
problems which stem from the de- 
mands of the man’s job. 

John A. Patton, president of the 
Chicago management engineering 
firm which bears his name, com- 
mented on the trend in recent 
years whereby the wife has be- 
come a greater influence than ever 
upon the executive. He said, ‘‘Prob- 
ably the most significant trend in 
American industrial life in the 
past decade has been the emer- 
gence of the American wife as a 
business partner, exerting a tre- 
mendous influence on her hus- 
band’s career. It has reached the 
stage where many companies will 
not hire or promote an executive 
without taking a good look at his 
wife.” 

According to Mr. Patton, “These 
companies are not setting a revo- 
lutionary precedent—-they merely 
are recognizing the wife’s influ- 
ence on the ultimate success or 
failure of her husband's career.” 


Conveying Orders at Westinghouse 


Papers travel from the third floor to 


the loading dock in matter of seconds 


ETTING orders out to cus 
G tomers the same day the ordet 
is received presents a problem to 
every company, especially those 
having multiple story plants. The 
time lost by messengers running 
up and down stairs between de 
partments is not only costly, but it 
slows shipping schedules 

To break this bottleneck, 
and more companies are installing 
conveyors like those pictured here 
in use at the Westinghouse plant 
in Pittsburgh. It is part of a new 
program to speed the routine flow 


more 
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Conveyor speeds orders to warehouse 


stockroom for filling and shipping 


of paper work, cut costs, and im- 
prove customer relations 

This belt conveyor was recently 
installed to expedite order ship- 
ping. It is part of the company’s 
methods-improvement program 
described in the May issue of 
AMERICAN BUSINESS, 

The conveyor is equipped with 
sending boxes into which the ordet 
forms are placed on an upper floor. 
The shipping memo is whisked to 
the packing area in the company’s 
new East Pittsburgh warehouse, It 
is then taken by a stockman and 


the order is filled, shot through t 
the loading dock, and shipped. 

While this is going on, the bill 
of lading is put in the sending box 
of the conveyor on the third floor 
where it is carried to the first floor 
loading dock. 

While expensive to install, the 
new method is already saving the 
company thousands of dollars 
every year, and will soon pay for 
itself many times over. Other 
companies use pneumatic tubes to 
expedite incoming and 
there are other devices. But all 
have the purpose—to cut 
down the time lag in filling orders. 

Usually conveyor and_ related 
systems are overlooked when plan- 
ning new office facilities, or man- 
agement reasons “if we really need 
it we can always install it.’’ But 
the economical time to provide for 
the rapid transmission of orders 
and other work papers, even in the 
case of one story plants, is when 
the plant is being built, as West- 
inghouse did. 

The reason for making the con- 
veyor system a part of the original 
office plan is that it has a bearing 
on the arrangement since it affects 
the flow of work. Certain stations 
in the office would be located dif- 
ferently for architectural and econ- 


orders, 


same 


omy reasons. 
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Experts in many fields, as well as company executives 
y , if y 
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Training Management For Growth 


By Leslie L. Lewis 


No so many years ago, an “‘in- 
spirational” business lecture 
used a glass jar full of marbles to 
illustrate the principle of manage- 
ment development. He would 
range the jar first with all 


ar- 


marbles at the 
then shake the 
and lo! the small 


appear at the bottom 


larger 
would 
times 

would 


jar a few 
marbles 


and 


the larger ones at the top. This, he 


would say, is how natural leader- 
ship ability works in any busines 
organization. 

The example he used was true 
enough: The history of American 
business has proved that the laws 
of natural selection operate in in 
dustry as well as in biology. But 
today find short of 
both leadership and the time for 
‘letting Nature take its 
The necessary 10, 20, or 30 
required by Nature to 
of developing leaders the jot 
are simply not available in the 
fast-turning cycles of today’s busi 


we ourselves 
course 
yea! 
the 


do jor 


on 


world 
That is why 
companies, both large and 
force-feeding younger 
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maturity in shortest 


time. From 
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The So-Called “Broad Program” for Leadership Training, 


Divine ov Cow pss I sen By 


Preparation for All Department 


Lavader hip 


Human Welations in All Department 
Vianagenment 


Dalking With People All Department 
Lending Group All Department 
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in Development of ment =  Missours 


People Hlinois Area 


Selection Apprai al 
and Promotion of 
| tmiployer 


Accounting 
1) partonent 


Program of Teaching 
and Pratniog 


Accounting 
Department 


Supervisory Tnduction 
md Orientation 


Commercial Depart 


Commercial Depart 


Plant Departovent 


PuRnPost 





Di Ration 


Dhis program is the first step in orienting the newly appointed superyisor to the , weeks 


management way of life 


An understanding of the basic principles of good man 


agement together with training in the skills of how best to accomplish the job 


are provided through this training 


Phis training is designed to help management people gain a better understanding =| day a 
of the basic psychological needs of people and to provide training in relating week for 
this knowledge to the job situation #% weeks 
bor ce velop skill in communicating with others b days 


Phe objective of this program is to identify and develop the skills of leading S days 


uccessful meetings 


fo provide skill training in dealing with job problems affecting certain level 1 day 


of management 


lo give college graduate employees, or selected personnel otherwise qualified, a 


working knowledge of the 


ivnificant operations of the company 


sake partments 


12 to 18 mos 
depending on 


departmental 


assignment 


lo broaden viewpoints, increase present effectiveness, and to stimulate interest , weeks 

mm further self-dey clopment 

lo promote development of business office superyisors, commercial instructor , comsecutive 
and outside representatives re porting to @ manager or unit manager days 


lo develop skill in selecting women employees 
and 


day 


, 
, COTSECCTIELY € 


By velop understanding of purpose of appraisals skill in holding interview 2 conmseculise 
md planning corrective action days 

Do help supers isors learn to appreciate future needs for trained people and how 1 da 

to help fulfill these need 

Po enable people who train employees to have an understanding of the princi 16 hour 

pies of good teaching and training: to learn to identify training needs: to find 

the best method to solve a training need: and to learn the steps in organizing 

a training program 

Do assist newly appointed supervisors making the transition from \ocational Approx 

to management rank mately 5 day 





necessarily vary from company to 
company and from line to line. 
No one but the executives of the 
ABC Automatic Ceiling Fan Com 
pany, for example, can hope to 
develop exactly the program for 
technical education in the opera 
tions of the ABC Automatic set 
up. But nearly every company can 
adopt or adapt the leadership 
training curriculum generally 
known as the “Broad Program,” 
filling in with the specific details 
which apply to its company alone 


16 


The Broad Program usually is 
conceived of as one in which the 
aim of the development of the in 
dividual is merged with the 
growth requirements for 
ship. The objectives may generally 
be stated as three: 


leader- 


1. To highlight the operations of 
the company; 


2. To teach the problems of 
management; 


3. To develop the individual as 


4 manapel 


Methods in general use for the 
Broad Program include solving ac- 
tual and hypothetical 
problems — by 
amony the trainees, with an out- 
side specialist or a senior execu- 
tive of the company acting as 
moderator; panel _ discussions; 
question-and-answer sessions; spe- 
cial talks by company executives 
and outside experts; 
sions; and role-playing, where one 
complaining 
worker and another as the con- 


business 


case _ discussions 


practice ses- 


trainee actS as a 
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| Which Can Be Adapted by Companies in Any Line of Business 


SupsectTs Coverep VMiernop or Presentation (aiven By 





Fundamental Responsibilities of Management People; Authority; Organization: Attitude Developmental Discussion Interdepartmental 
as a Factor in Supervision; Talking With People; Leading Group Meetings; Self-Develop Role-Playing, Practice Leaders and Depart 
ment; Public Relations Activities; Assignment of Work: Union-Management Relation Case Discussion meatal Guest 
Company Policies, Objectives, and Practices; Character; Communications Speakers 


Cause-Result A pproa h to Behavior: Individual Differences: Motivation: Frustration Developmental Dy Interdepartment 
Attitudes; Interviewing; The Individual and the Group; Leadership Lecture, Practices Leaders 


Common Talk Situations; Goals in Talking With People; Conducting a Talk: Analysis of Developmental Dise Interdepartment 
Putting at Fase; Practice in Putting at Ease; Analysis of Encouraging Talk; Practice in kn ind Practice Leader 
couraging Talk; Analysis of Following Up Key Thoughts; Practice in Following Up Key : 

Thoughts; Review Steps and Skills; Practice Full Procedure; Application to Difficult 

Talks; Additional Practice; General Review 


Pypes of Meeting Situations; Purpose of Meetings; Analysis of and Practice in: Outlining Developmental Dis Interdepartment: 
the Subject Encouraging Discussion, Following Key Thoughts, Summarizing and Check and Practios Lewder 
ing; Conferee Problems; Leader Problems; General Review 


Case material designed to accomplish the following objectives: (1) To help the first level e Method, Dis Interdepartment 
of management identify themselves with the management responsibility to supervise all ole-Play ing Leader 

facets of the business; (2) to demonstrate that many controversies can be adjusted by the 

adroit application of the various arts and skills of management 


Complete program (revised) contained in “Staff Assistants Training Program’ manual Developmental Diseu Interdepartmental 

issued May 1, 1957, and distributed separately On-the-Job Experience and Departmental 
Lenders and 
Supers bear 


Course of Study Includes: Economics; Government; Labor Relation Leading Group Discussion, Demonstration Seminar Stall and 
Meetings; Public Relations; Social Changes Lecture, Practics (iuest Moderator 


Induction of Supervisor Into Unit; Activities During First Week on Job; Subsequent On-Job Developmental Di Area Commercial 
Training; Analysis of Service Representative Performance by Supervisor; Appraisal of Supervisor's Stall 
Business Office Supervisor Performance; Holding Progress Discussion With Supery isor 

Development and Superyision of Outside Representative; Development and Supery ision of 

Commercial Instructor; Observing Training Sessions; Reviewing Training Lesson 


Importance of Proper Initial Selection on expenses and Force Retention: Organizing for the Developmental Di Area or Division 
Job; Commercial Job Qualifications; Interviewing Techniques; Role-Playing on Interview and Practice Commercial Stall 
ing; Service Representative Tests; Use of Service Representative Work Sampl 


Purpose of an Appraisal Program; Common Errors to Guard Against in Appraising People Conference Typ. (Commercial Personnel 
Benefits to Be Derived From a Good Appraisal Plan and Kelated Discussion; Qualities to Developmental Di Assistant and Com 
Consider in Appraising People; Use of the Appraisal Form — Joint Appraisals; The Appraisal = Case Method mercial Personnel 
Interview: Use of Listening Skills, Two-Way Communication Supers isor 


I. Selection and Indoctrination of Employees: (a) Initial Employment; (b) Tnitial Place Discussion and Case Study 
ment: (« Initial lraining Il Followup of New | mployees “” Apprai al b) Training 
(c) Placement. IIL. Promotion: (a) Selection; (b) Appraisal: (¢) Kecommending 


Introduction; How We Learn; Benefits of Proper Orientation and Induction: Good Teach Developmental Discussion Department 
ing and Training Principles; Teaching Methods; How to Get Ready to Train: How to With Some Role-Playing lraining Stall 
Frain; Four-Step Method of Training; Testing 


Organization; Accounting Departion nt Objectives; Duties of a Supervisor: Personnel Prac ot on Pdivinteors Plead. Ac 
tices and Union Agreements; Basic Principles of Job Supervision; Scope of Authority counting Personnel 
Supervisor's Working Force; Work Plans of the Unit; Quantity and Quality Standard ' upersviser, and tm 
Employee Selection and Training; Visits to Other Work Groups; Accounting Agreement mediate Suapery isor 





ciliator, or in other familiar roles ference. The group was just one of ference made up of a number of 

For example, eight telephone many which, nationwide, partici groups, each of which presented 
management people-— an office pate in the management training its solution for the consideration 
manager, an engineer, a chief op- courses of the various Bell S\ 
erator, a construction foreman, companie for the judgment of a moderator 
and four other middle-management This particular group decided t In a medium-sized manufactur 
employees-—faced one another at a finance the Alpha Company’s re ing company, a group of young ex 
conference table. They were try- organization by first eeking j at around a conference 
ing to decide what should be done maximum of ownership i F tal and held an “executive com 
to save the failing Alpha Tele- and then, after checking the mar mi meeting, with the presi 
phone Company. Ket, turning to bonds for > J f the company acting as 

That there is no Alpha Tele- mainder of the company’s imn airman. None of the young men 
phone Company had nothing to do diate needs. The member NO! i ally on the executive 
with the seriousness of the con group then joined a larger mimi but be 


stem f the conference as a whole and 
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fore long some of them would be; 
and the practice session was de- 
signed both to introduce to them 
the operations of the committee 
and to suggest to the president 
which ones were the most promis- 
ing among them 

The avenda of the actual execu- 
tive committee meeting was used 
for discussion, and some of the 
ideas brought out in the discussion 
of the trainee group were found to 
be good enough to be passed along 
to the real executive committee at 
its next meeting 
Louis 
Whose training program for ex- 
ecutives was described in detail in 
the April 1952 issue of AMERICAN 
BUSINESS, has been continuing’ its 
The policy of 
been described in 


Monsanto Chemical, St 


program unabated 
the company ha 
these word 


“To create a timed reserve of 
qualified and experienced personnel 
from which the most capable and 
promising can be selected to fill 
higher executive and administrative 
vacancies; and to develop executive 
and administrative personnel to meet 
increasing and diversified responsi 
bilities in their present jobs.’ 


Mons 
ployees into five general group: 


anto classified its. em 


|. Senior executives; 


2. Executives and administrators; 


3. Supervisors and professionals; 
4. Semiprofessional and clerical; 
5. Hourly employees. 


Eixecutive- and leadership-train- 
ing programs have been concen- 
trated on groups 2 and 3, with 
emphasis on the “Broad Program” 
outlined in the accompanying 
chart. 

Southwestern Bell Telephone is 
another company in which the 
leader-training program has been 
well established 

When a man or woman is pro- 
moted into 
brought = to 
training course called “Preparation 
for Leadership.” This is not a 
methods o1 


management, he is 
headquarters for a 


course In operating 
techniques; they get plenty of that 
ort of thing on their jobs. It is 
rather a course to give the newly 
promoted employee a concept of 
just what manayement is. It also 
shows the employee how the skills 
of manayement differ from the 
skills of the jobs they have been 
doing 

The principal management skills 
about which the training program 
is built are three in number 


|. Participating in group meetings 
2. Talking with people 
3. Human relations 


These occupy t hree 
weeks and are conducted locally in 


courses 


each state. They are then brought 
for one day each quarter to the 
general headquarters, in St. Louis, 
for a one-day continuation course 
in dealing with people and in man- 
agement skills, and to be given a 
brief insight into human relations. 
This is done once a week over a 
period of eight weeks. They are 
expected to try out, then report 
back, 

The broad and general 
tional subjects used in the South- 
western Bell program are listed in 
the accompanying chart, to sug- 
gest to readers the type and con- 
tent of such a foundation pro- 
gram. To this broad program can 
then be added special technical and 
vocational subjects including pub- 
and speech 


Voca- 


lic and press relations 
preparation, 

In discussing a similar program 
of a New England manufacturing 
concern, the vice-president in 
charge of personnel commented 

“Popular 
the contrary notwithstanding, the 
‘organization men’ and the ‘men 
in the gray flannel suits’ are not 
being brainwashed into prefabbed 


novels and movies to 


replicas of one another. We are 
training our people 
to become businessmen 


management 
broadet 
and independent thinkers, by en- 
couraging them to express honest 
differences of opinion in our train 


ing for leadership programs.” 





Records Control Provides Space 


ESTROYING = obsolete docu 
ments and exercising “birth 
control” over the creation of new 
forms and systems help convert 
storage areas into useful 
space, Resulting 
cording to Controllership Founda 
tion, Inc., more than pay for the 
facilities and equipment involved, 
In a report entitled “Records 
Retention and Control,” the Foun- 
dation gives 13 case histories of 
that have established 


former 
economies, ac- 


cCOompanles 
separate record centers or cen- 
tralized file bureaus in which docu- 
ments are analyzed, appraised, 
destroyed, or stored, 

“Five filing cabinets take up the 
same space as one desk and chair,” 
the report points out, As records 
build up in both office and storage 
areas, it becomes more difficult to 
find material. Much valuable time 
because records are not 
available or 


is lost 
readily 
found, 


cannot be 


IS 


Mutual Life Insurance Company 
of New York has eliminated a 
quantity of records equivalent to 
the contents of approximately 110 
five-drawer 1950. 
In addition to saving the company 
the purchase of as many addi- 
tional cabinets at a cost of $11,000, 
office space worth about $3,850 a 


cabinets since 


year has been saved. 

A centralized file bureau has 
saved the New York, New Haven 
& Hartford Railroad Company 
5,000 square feet of office space. 
In one department alone, enough 
filing cabinets were removed to 
prevent transferring 20 people to 
a different office. Fifty tons of rec- 
ords were destroyed, and another 
825 tons are scheduled for destruc- 
tion as soon as the courts approve. 
The New Haven will save from 
$26,000 to $50,000 in space. 

In another case The Cleveland 
Electric Illuminating Company 
discovered that many of its inac- 


tive files were in bad condition be- 
cause of lack of personnel and 
equipment. Few departments made 
any provision for systematically 
transferring inactive records from 
office to storage areas, or for de- 
stroying useless or obsolete ones. 
Filing in the departments was 
often done by employees whose 
time was too valuable to be used 
for this type of work. In some de- 
partments, the file cabinets were 
crammed full, while in others they 
were used to store office supplies 
and equipment. This proved to be 
an expensive economy. 

Two committees were assigned 
to correct the situation. In a single 
year, they set up retention sched- 
ules which permitted the destruc- 
tion of over 21 million pieces of 
paper. Within seven years, over 
113 million documents have been 
destroyed and 74 separate types of 
records discontinued, the report 
notes, 

Copies of the report are obtain- 
able from the Controllership Foun- 
dation, Inc., 2 Park Ave., New 
York 16, N. Y. It is priced at $7.50 
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There Is This About 
The Boss 


By C. M. Weld 


ul fea 

URING the past few month "I hg tnd = ipsett rporate applecat 
D: have had an opportunity t ee — : ly, Is mot the 
talk informally with a number of aero must 
men who head business organiza 
tions. Some were chief executive 
officers of large national com 
panie Others-- perhaps most of 
them—-were younger presidents of 
growing businesse While these 


and 


men differed in many ways 

represented varied  personalitie , ; : 

they agreed without exception or ; ss aici ind hin 
lel Cu | f I i vil Dou Pont 


one thing: With labor demanding ' ; 


more and more, with buyers be : 
coming increasingly balky about eae ' a ! cored and 


price increases, and with the high ‘s : 
, , VOW that | I reached 


corporate income tax running a : . 
_ ‘ lop ! j different 


busine today is a tough and 
thankless job ee . aes Sir Pros mimittes 
After listening to uch com . ' P noe , pasnewan 
plaints, one wonders why _ they z gy tipes at tm 
ever ran for the job in the first 
place. Certainly most of them did 
a lot of running to get where they 
are 
What is there about being the 
number one man in a competitive 
busine that causes a_ president 
to feel sorry for himself? What 
worries him? Why does he keep 
on running? 
There is, of course, no pat an 
swer to those questions. But after 
talking with these men about their cuti bot ! tial or reside who 
work, their trials, their ambitions ndidat t} pl ( i uri , ‘ them 
I arrived at certain conclusion 
which may not apply to all presi 
dents, but which, you will agree 
fit a good many of today’s busine 
leaders 
Topping the list of presidential 
worries is the organizational prob 
lem. Perhaps a better name would 
be “company politics 
Whether it comes out in the 
open or not, the president is sur 
rounded by men who consider 
themselves his logical succe 
Ambition is one of the 
stics of the successful 
ve, and if the president ha 


a good management team, there 
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moved to a place where his pros- 
pects were better. In other words, 
he has been presidential material 
almost from the start. 

This man is not ruthless, nor a 
schemer. He has never been will- 
ing to sacrifice his fellows to pro- 
mote his own ends, On the con- 
trary, he has always been keenly 
aware of the values and satisfac 
tions of real friendships and loyal- 
ties. The consideration he is 
known for comes from his appre- 
ciation of the importance of get- 
ting along with everyone. He has 
known for a long time that no man 
can vo it alone. The kind of busi- 
ness we have in this country to- 
day is too complex for that. 

Psychologists and students of 
such matters tell us that it takes 
an “inner drive’ for a man to get 
where he is going. Undoubtedly, 
our typical president has that 
inner drive-in large doses, But 
what provides the fuel for the 
drive”? 

One of the elements that con- 
tributes to the fuel is restlessness, 
a restlessness born of dissatisfac- 
tion with the way things are and 
the energy to do something about 
them. Another is love of power, 
which can only belong to a man 
who possesses strong, natural 
qualities of leadership. Still an- 
other is high intelligence, and the 
desire to put it to good use, 

Action, challenge, and competi- 
tion face every man on his way 
up. If he is of presidential timber, 
he enjoys all of them. The desire 
to win and be recognized as a 
winner are strong within him. 

When a man feels that way 
about himself and his job, there is 
not much he can do to change the 
direction in which he is headed, 
Iiven if he does find it necessary 
to alter his way of living when he 
vets to the top, the satisfaction of 
having reached a high place in the 
business and community more 
than offsets any personal disloca- 
tions he and his wife may have 
experienced, 

What makes a president run? 
Professor Thomas H,. Sanders of 
Harvard once said that the forces 
motivating executives range all 
the way from “petty vanities to 
the most exalted forms of altru- 
ism.’’ While he grumbles over high 
taxes and the problems of run- 
ning a business, the president's 
pride drives him on just as hard 
as ever, and his chief joy in life 
comes from living and acting like 
the company’s number one execu- 
tive that he is. 
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How an Executive 
Can Tell When 


A retired president of one 
of the large Chicago steel 
companies was asked by 
a Dartnell editor to jot 
down the signals that told 
him when an executive had 
passed his peak of useful- 
ness and needed special 
treatment. Here is what he 


wrote, plus our comments 





1. When he talks more about 
what he did in the past than 
what he plans to do in the 
future 


One of the qualities that make 
an executive valuable to a business 
is his drive. A man in his prime 
looks ahead. He sees what needs to 
be done to make the business grow, 
and he concentrates on getting 
those things done. A former Chi- 
cago merchant, Gordon Selfridge, 
who went to England to open a 
store along American lines, was 
planning what he could do _ to 
expand his successful enterprise 
right up to the time he died at 90. 
Mr. Selfridge had “the forward 
look” that every business needs to- 
day from the executives who com 
prise Its management team 


2. When he blames his short- 
comings and failures on new 
competition, the weather, or 
““conditions."’ 


The executive who is on the way 
up recognizes that there are al- 
ways obstacles to overcome, There 
are always depressions, wars, fires, 
bad weather, and tough competi- 
tion. He takes them in his stride. 
He knows that in our free com- 
petitive economy you either do 
what is expected of you or you 
don’t. There is no excuse for fail- 
ure, You don’t find this man sit- 
ting around waiting for things to 
happen; he makes things happen. 
The “conditions” that others grasp 
as a legitimate excuse for failing 
to attain a goal, present to him 
the chance to prove that he has 
what it takes to get the job done. 


3. When he begins to lose in 
terest in figures. 


A management man who is “on 
the ball”’ takes pride in the growth 
and stability of the business. He is 
especially interested in figures 
that pinpoint opportunities for im- 
provement—improving the earn- 
ings of the business, improving his 
capacity to grow with the _ busi- 
ness. He is a “figure and fact” 
man. He wants up-to-the-minute 
facts upon which to base decisions. 
When a man starts to operate on 
hunches and to use snap judg- 
ment, he begins to lose the one 
basic quality that modern business 
demands: good judgment. 


4. When he begins to think the 
business can't get along with- 
out him 


You seldom find a really big ex- 
cutive who considers himself in- 
dispensable. But you do find that 
some men in middle management 
who have been with the business 
too long get that idea. This type 
becomes enmeshed in his own little 
world and can’t see the forest for 
the trees. The executive who is 
growth-minded and who thinks in 
terms of expanding a_ business, 
knows that no man is indispensa- 
ble to an established, financially 
sound business in a growth indus- 
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He Is Slipp 


arried 


try. Usually, the idea that « 
the business to its present position 
is bigger than any man. This 
point is especially true today, when 


most businesses are team-managed 


one 


5. When he becomes adept at 
thinking of reasons why a new 


idea or method ‘‘won't work 


The closed mind is a sure sign 
that a man is on the way out. No 
position an executive 


matter what 
attitude he 


holds, with such an 
soon loses the co-operation of his 
Younger executives 
tradition, often 
their approach ti 
While it may 
true that nine out of 10 new 
that come up for 
a business are impractical 
that the 


associates 
less bound by are 
creative in 


problems. 


more 
business 


be 


considera 


idea 
tion in 


there i chance 


alway a 


idea might 
who is 
and 


executive 


The 
toward ne 
the 


hip qualitie 


W ideas new Way 
hows 


When 
fora 


to do work real leader 
he lose 
quality, it time chanye 


6. When he confides to friends 
does appre 
given 


that the boss not 
ciate the years he has 


to the business 
Feeling sorry for 


sign of 
weakness 


to he a approacnl! 


senility It is a 
the 
than to 


executive 


lower 
the 
W ho 


common to 
executives 


An 


front 


man 
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open-minded 


that 


oneself is ala 
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more 
echelon of 
office 


is going 


have to 
they 


they 


execulh 
oflice earlie why 


in the afternoor 
reaso are valid 


they are ; ign that 


| lipping 


pable in some v but may ha 
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ially 


tries to convince 


9. When he 
people that the time he spends 
yn the golf course is good for 


the business 


7. Wher 


nis posit 


Wher 
ilking WITH peo; 


talk AT then 
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This is the second of a series of six articles by Drs. McMurry 
and Shaeffer on communications in business. The first article 
“Analyzing Your Communication Problem"’ appeared in 
our May issue. The next article will be in our September issue 


ACK of co-ordination among the partmental meetings, and similar 
L various segments of a business means have been used to bring the 
is responsible for the poor com lower levels together 
munications that hamper its Unfortunately, these approaches 
yvrowth The — sales department have not been too effective. Merely 
complains that) both production providing the opportunity for com- 
and engineering pay little atten munication does not insure that 
tion to customer product and de communication will actually oc 
livery needs. The production de cur, In fact, in most good-sized or- 
partment feels that engineering is yanizations, there are real reasons 
trying to “run the show,” and that why horizontal communication will 
sales pays absolutely no attention not take place unless it is forced 
to the availability of particular by top management 
models or products, And so it goes 
Keach major function feels that the ° ‘ ‘ 
others are unco-operative, lacking Business Organization as It Is 
in understanding, and uncommuni Usually Pictured 
cative on important details. 

Ordinarily, top management's According to the _ carefully 
reaction to this problem has been drawn charts which appear on 
to attempt to provide additional the walls of many executive con- 
channels of communication among ference rooms, each of the major 
the various segments or functions functions of the business is headed 
of the business, Executive lunch by a vice-president, and each of 
rooms and informal get-togethers these vice-presidents is absolutely 
have been tried as a means of co-ordinate and equal in status 
bringing the top men into more and importance with every other. 
frequent contact with each other. This is a very neat, orderly pic- 
And staff co-ordinators, interde- ture. The only trouble is that it 


"") 


Communications as 
Laying a 


isn’t true. It isn’t true for two 
reasons. First, anyone who has 
had any real contact with business 
organizations knows that the five 
vice-presidents cannot possibly all 
be on exactly the same level 
There will be wide differences i: 
their importance and status in the 
organization. And one doesn’t have 
to be around the organization for 
very long before knowing who the 
key man is and who has virtually 
no “say” in running things 

The second reason the formal 
organization chart is faulty is that 
it gives the impression the organi- 
zation is static and unchanging 
that each man occupies exactly the 
same level and has the same status 
and importance today as he did 
for many yesterdays and as he will 
for many future tomorrows. Ac- 
tually, business organizational pat- 
terns are dynamic —they are con- 
stantly changing. There may even 
be day-to-day, week-to-week vari- 
ations in them as particular indi- 
viduals succeed in moving up or 
are forced down (and in or out). 
While not generally admitted, each 
executive gradually makes his own 
job. As executives change, jobs 
change drastically. And even if 
the executive staff remains the 
same, there are significant, but 
slower, changes in responsibilities 
and authority. 

In fact, while a formal business 
organization chart such as the one 
pictured above may be useful to 
theorists in depicting an “ideal’’ 
business structure, it would prob 
ably be better if most business ex 
ecutives had never seen one, for 
they unwittingly let such artifact 
influence their judgment. They for- 
get everything they know about 
their organization and their asso 
ciates on an informal seat-of-the- 
pants basis and expect things to 
operate as the formal chart says. 
When an organization is viewed 
realistically, the problems _ of 
horizontal co-ordination and com- 
munication are difficult enough to 
solve; but when an organization 
is viewed thus _ unrealistically, 
these momentous problems are 
insurmountable. 
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oundation for Better Communications 
By Robert N. McMurry and Ruth G. Shaeffer 


The key positions in a business comparison to whi ‘vy ask fi how the activities of the organiza 
organization are not filled with Thus. tl} ath inherent n are actually being carried out 
automatons, they are filled with in most big inesses tends to re what aspects are being handled 
people. And each of these indi duce the ; y difficult hor by whom (regardless of formal 
viduals has his own particular tal flow o mmunication 
background of training and experi But there i till another 
ence, his own particular personali involved. Basically 
ty make-up, and his own particu- ecutive within an org: on 1 ind position of each executive can 
lar goals. In large organizations yards e\ 
these men are usually specialists, rival, They are ; trying h relationships may then be 
not generalists, in the sense that “close” to pt 0 } lal graphically, using a bee 
the vice-president in charge of his ear, to 
manufacturing has always been in for their 
production, the vice-president in be his heir 
charge of marketing has always is sponsol 


been in sales, and so forth. bation and 
Thi ri Irv lead xecut to regarded as reflecting a fixed on 


A Hard Look at Reality indulge it 


tion and it 





titles) and who actually reports t 
whom (regardless of formal titles) 
The current status, importances 


ery ot xecutive i then and only then be determined 


oclometric type organiza 

art (see the partial illus 

on page 22). This chart of 

the actual, or informal, organiza 
tion of the company should not be 


permanent picture it merely re 
I relationship as they e 


Because each man’s outlook has in every to build up the moment the chart i 


for so long, been limited to one arge and faithful personal fol 
particular aspect or function of owing and nlarge their sphere following points will be 
the business, he has great difficul 
ty in understanding or appreciat se tang 1d es of impor o ue head of the ort 
ing the problems of the other seg ol vi atus and tior the center 
ments of the business. In the first 
place, this segmentation mean: 
that the other executives do not there i 
“talk his language’’—the particu as the var 
lar jargon of his specialty -and he management 
does not talk theirs. mand fa 
Unaware of all the complexities very ¢ 
involved, he, secondly, under 
estimates the difficulty of the prob 
lems other executives encounter format 
for example: ‘‘Any fool can sell a attempted 
product that’s well designed and 
well made.”’ But, third and more 
important, his narrow background 
leads him to develop ‘delusions of 


feel they need cy I om a study of thi tyypu 


the be t} e illustrated by the 
itably we ‘ } ! not the president 
ire i ! t ind cla he it ft I urer (hecnuse 


is tamil 


trust 


ome oth 


grandeur” concerning himself and 
the function which he heads. He 
sincerely believes that his particu 
lar department, division, or func 
tion is the most vital to the suc 
cess of the business, and that all 
others are mere adjuncts or aids to 
his: “What good is the manufa 
turing department if there is no 
one to sell the product?” This at 
titude is apparent in his contact 
with the other executives. They 


tually operate 


rule ate 


are expected to fill his need: 

whether for information, service 
or whatever—promptly and fully 
but he will fill theirs “‘when he has 
time from his more important 
duties.” Moreover, he will often 
decide what they really need in This involves an analysis of finned on page 4 


eut inference 
revarding the char 
horizontal com 
company at 


ible te) pot 
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Speeding Orders Through the Office at Hoo 


Here is a growth company, in a growth indus- 
try, with sales of approximately $100 million 
annually. R. Lindley Murray, company chair- 
man, told the National Federation of Finan- 
cial Analysts Societies that the first-quarter 


sales as of February 1957 were $25,864,800 


HkeRE has been so much publicity given to ele 

tronic equipment which does everything except 
take your wife to the movies, but costs hundreds of 
thousands of dollars, that the medium-sized, growing 
companies feel it is not for them. Actually, in. the 
last few years, phenomenal developments in this 
field have resulted in relatively low-cost equipment 
which may not do everything, but does perform many 
costly administrative operations automatically and 
efliciently 

Kor example, Hooker Electrochemical Company, 
Niagara Falls, N. Y., has applied automation to its 
order-handling process with minor changes in the 
work flow and existing system. Founded in 1903 by 
Elon Huntington Hooker, a 33-year-old civil engineer, 
the company produces more than 500 chemicals, in- 
dustrial resins, and molding compounds. Like most 
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growing companies, Hooker felt that its order-han- 
dling procedure needed revamping to keep pace with 
its increased volume. How this problem was solved 
hould be helpful to other companies, regardless of 
what lines of business they may be in 


The Former Method 


In the past, as orders were received, a clerk edited 
them, approved the specifications, and assigned ship- 
ping dates. Orders were then forwarded to the orde 
department, and each customer’s master card was 
pulled. A separate master card was maintained for 
each customer for each product purchased. 

Krom the customer order and master cards, typists 
prepared nine-part order forms on electric type- 
writers. After being checked, the set was detached 
and parts distributed to various destinations. Two 
copies were retained in the order department, one 
filed by scheduled shipping date and the other by cus- 
tomer name. 

After shipping the order, the traffic department re- 
turned one copy to the order department as notifica- 
tion of shipment. The copy filed by scheduled ship- 
ping date was then destroyed, and the copy filed by 
customer name was pulled and sent to the accounting 
department with the traffic copy 
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The accounting department priced and extended 
the order, computing the salesman’s commission 
freight allowances, and royalties as applicable. Afte: 
the extensions and computations were checked 
five-part invoice was typed on an electric typewrit 
It was then necessary to check the invoice before the 
parts were detached and distributed. One copy of thi 
invoice went to the code clerk, who coded the entire 
invoice for key punching. These key-punched card 
were used to produce various statistical report 


Planning for Automation 


While this method worked satisfactorily, it wv 
felt that automating the operations could eliminate 
much repetitive writing and increase the accurac 
and speed of handling orders. This would save mon 
and give customers better service. 

Hooker conducted a thorough study of its opera 
tions to see how automation might improve them 
The order-writing and invoicing procedure involved 
writing important parts of the order four different 
times—for order writing, invoicing, key punching 
and verifying the key-punching accuracy. In addi 
tion, this information was checked at various step 
in the procedure. 

The systems study showed that Hooker could 


July 1957 





achieve its objectives with minor changes in the work 
flow and a redesigned order form and invoice 

Since both forms would be partially prepared auto 
matically through the use of tape (the order from 
the customer's master tape and the invoice from tape 
made as a by product ol preparing the order), the 
Flexowriter was selected to prepare the invoice, de 
veloped by Moore Business Forms, Incorporated 

The new system is based on the use of data stored 
on punched paper tape and punched cards which are 
iutomatically produced from tape. All data, except 
ome variable information typed for each order and 
invoice, are written and punched automatically 

When orders are received, they are sorted accord 
ing to kind of product and checked. Specifications and 
prices are approved, and shipping dates are assigned 
Orders are then sent to the order department, wher 
a master card with tape is filed for each product each 
customer buys. These customer master cards and 
tapes contain the constant information and statisti 


cal code S 
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Order forms are typed from the master customer tape 


automatically. Operators insert all variable information 


All constant data is machine typed on invoice, while the 


typists enter variable information wherever it is needed 


Converting punched tape to tabulating cards is accom 


plished automatically by this tape-to-card type converter 


tion, grade, freight charges, special instructions, 
packaye clause, and freight rates required 

The master card and tape and the customer's 
order are given to the typist to prepare the 10-part 
order form. She inserts the master tape in the 
reader of the Flexowriter, which automatically re- 
produces all the constant information and codes 
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on the form. Where required, the typist notes the 
variable information on the customer’s order and 
types it on the form. She adds such items as: cus- 
tomer order number, customer requisition number, 
date of order, Hooker order number, scheduled 
shipping date, quantity, and special instructions. 

During this preparation, a by-product tape, con- 
taining both constant and variable information, is 
produced automatically by the machine. This tape 
is later used for preparing the invoice. Since the 
constant data is written automatically, only the 
variable information must be checked before the 
written copies are distributed. 


How the Tape Is Filed 


The by-product (or billing) tape is filed in a 
glassine envelope with the sales department copy 
of the order and held until notification of shipment 
is received, Four copies of the order are sent to 
the traffic department, which distributes them for 
filling and shipping the order. Then the tally copy 
is returned to the order department and attached 
to the sales department copy and the billing tape, 
and the three are forwarded to the accounting 
department. 

The accounting department rechecks the prices 
and extends them; then computes and codes the 
salesman’s commission, freight allowance, and any 
royalties. The order is then given to a typist who 


assigns an invoice number, which is keyed to iden- 
tify the type of product and/or the point of ship- 
ment. The typist inserts the billing tape into the 


invoice-writing machine, which automatically re- 
produces on the five-part invoice all the identical 


Statistical reports are prepared quickly and easily from 
the tabulating cards processed by this tabulating machine 
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order-invoice information. She 
types the variable information. 

While the invoice is being pre- 
pared, a new by-product tape—to 
be used for statistical purposes 
is automatically produced. The 
various parts of the invoice are 
distributed, and the tabulating 
copy and the by-product tape are 
sent to the tabulating department. 

The tabulating department con- 
verts the statistical tape _ to 
punched cards in a Remington 
Rand converter. These cards are 
used for a variety of regular 
monthly and yearly reports as well 
as for special analysis reports. 
They become a part of the com- 
pany’s permanent records. 

This is an important point, be 
cause most systems used in con 
nection with multiple-part ordet 
forms, do not carry beyond the in- 
formation phase of the procedure 
But in the Hooker Electrochemical 
Company's system, it will be 
noted, the punched cards afte 
serving their original purpose 
serve a_ statistical function, and 
become a part of an over-all sales 
analysis and inventory’ control 
system. 

Thus, those using the system 
have a basis for an effective and 
practical work-simplification pro 
gram. Such a program, fully im- 
plemented, might conceivably ef- 
fect savings which alone would 
more than cover the cost of the 
equipment. And this would be over 
and above the savings in time and 
errors from writing up the orders 
automatically. 


Advantages of the System 


Among the advantages of the 

new system are the following 

1. With the exception of some 
variable information on_ the 
order and invoice forms, all 
data are written and punched 
automatically. 
Separate writings are no longer 
necessary, thus eliminating the 
possibility of any transcription 
errors Which can cause delay 
and seriously impair good cus- 
tomer relations. 
Preparation of the order and 
invoice forms has been speeded 
up, resulting in lower operating 
costs as well as better customer 
service 
Statistical reports to manage 
ment are prepared more easily 
and quickly, thus _ providing 
more current information upon 
which to make forecasts and 


hase decisions. 
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Executives Don Coveralls 
To Get Product Training 


NCREASING competitic raduates rece honorary 
Distilled 


a quality product also be ab pirit with uitable ‘diplomas 


and the 1 » no mniv mak tit of “Doctor 0 


to market t ( fully “1 i display in their offices The 
Hiram Walke ncorpe ( diploma certifies that the execu 
require executl Irom ice-pre 1] > ha completed the course at 
dents on down to spend two weel ! Peoria distillery 

at its Peoria distillery where the, tudents” attend various semi 
according to their interests 


actually help 


work as technicial 
ing to make the prod et ‘ xample executives concerned 
“We all have a tendency aid ith sale advertising, and sales 
Ross Corbit, Hiram Walker presi romotion in addition to work 
dent to deal with our product ing a technicians attend group 
and those of our competitors 1 al ) about whiskey making 
terms of product similarities, Thi have a sales implication 
might e all ght if the product (others eminat deal with tech 
ell trictly on price, but succe ical matter uch a tarting the 
ful brand building calls for exact culture or inspecting — the 
opposite approach, The dif } o detect heat damarpe 
or other deficienci« Core 


juality and value te 


all important more popular seminat we 
ue afte! reviewing 
yraph taken during — the 
had to do with sampling 
brands of whiskey, gin 
Oo that students will be 
judging quality by taste 
bouquet 
The manayement oO well 
ised with the ults of train 
first pre li it intend 
and the prog 1 to include 
Hiram Walker distributor in 
nited State The plan would 
to have special value to a 
making a product that i 
the general public and one 
Which the public has a lot 
but not too much re 
ol The company 
reparing to celebrate its 100th 
ary next year, which will 
the occasion of a re 
advertising effort to ex 


market here 








By Benedict Kruse 


Judson Sayre (arrow) 
calls a Monday morn 
ing meeting to check 


last week's sales 


Here’s One Man Who Wants 
His Facts “Hot” 


VERY Monday morning at 10 marketing conditions, is ready to As the basic approach to hi 
call the signals which have set the work of delivering seeming mira 


o'clock, a five- or six-man man 
Judson Sayre states flatly, “I 


agement team huddles around the pace for one of the most remark cles 
desk of Judson S, Sayre, president able industrial succe stories in am a record-and-fact man 

of the Norge Division of the Borg recent years Behind the bustling scenes of 
Under Mr. Sayre ales have Norge activity, one of the more re 


Warner Corporation 
portions of the Sayre 


these meetings which more than tripled since May 1954 markable 

faltering $43 mil ucce story has been the develop 
to more than $129 ment and digestion of unprece 
had reached dented quantities of informatior 


During 
ometimes run through the day purting from a 
Norge management examines it lion that year 
entire nationwide operating — pic million in 1956. Thing 
se about its own operatio! 


ture and goes over an inventory a ate where it was an open 
The improbable magician called 


running into well over 100,000 cret that competitors had been in 
ited to look over ! ’s facili upon to pull the seemingly impos 


units of major appliances as thor 
after M1 ible figures out of an apparent 


oughly as if the whole busine tie Within 60 day 


were contained in a one-room Sayre took over, however, Norge vacuum wa all of 


COUDLLY tore. By late Monday was a money-maker. The cash reg when he lined up on 


Norge’s management, briefed com ister has been jingling louder and management 


pletely on current operating and more persistently ever since Ruff, marketing 


Typical reports give vital sales information on each 
distributing outlet. Automatically compiled and 
typed weekly, reports are used by top management 


in planning sales projects, administrative activities 
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Operators key punch data from op 
erating reports to the control cards 


Mr. Ruff comes to the Monday 
morning meetings armed with a 
complete statistical picture of 
Norge and all its distributors cur 
rent to within two working days of 
the meeting. Sitting around Jud 
Sayre’s desk in Chicago’s Merchan- 
dise Mart, Norge’s. distribution 
marketing research and 
manufacturing heads check overt 
the entire nationwide stock, sales 
and production picture just as con- 
veniently as if all the warehouse 
and production 
right next door. 

Some idea of how complex the 
picture really is, however, can be 


sales, 


locations were 


seen by considering the complex 
inventory picture alone. Involved 
here is a thorough item-by-item 
count of some 125,000 to 130,000 
major appliance units valued at 
some $18 million and located in 
separate and widely 
warehouses, operated by 87 inde 


scattered 


pendent distributors 
Going through Mr. 
ports, Norge’s 


tuff's re 
management can 
dissect its operations in any de 
sired detail—line-by-line, item-by 
item, and distributor-by-distribu 
tor. When the Monday meeting 
breaks, Norge’s management i: 
clearly and unanimously crystal 
lized for action: 

The production men can adjust 
factory schedules on the basis of 
realistic pictures of sales trends 

The salespeople have a_ better 
idea of where and how to 
their efforts 

Distribution has 


direct 


minute infor 
mation on conditior 


and what has to be 


inventory 
done about 
them 

Clearly then 


virtually 


Jim Ruff ha 
achieved unprecedented 


acceptance and prestige for a mar 
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IBM 604 calculating punch reduces IBM 407 accounting machine writes 


carded data to a meaningful index the reports for management's use 
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tributor Opel! { su t on hand in Friday mail can 
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By collating these cards with 
other decks accumulated from the 
report period, and by 
processing the cards further on 
modern data-reduction equipment, 
Mr. Ruff’s staff three 
vital management documents: 


previous 


produces 


1. For each distributor, market- 
ing research turns out a full item 
by-item sales and inventory pic 
ture, Prepared on an accounting 
machine, this report lists every 
Norge item broken down. by 
major product line. Entries for the 
iterns include sales for the current 
week, year-to-date sales, inventory 
at the close of the current week, 
units in transit or on order from 
the factory, and a figure on total 
inventory for each unit which i 
available for the distributor to 
ell 


Locating Trouble Spots 


Working from a rule of thumb 
that a distributor's 
hould represent about a 
supply, Norge’s product managers 

who are, of course, well aware 


inventory 
six-week 


of seasonal sales trends of the ap 
pliance industry can pass on the 
health of each distributor's inven 
tory literally at a glance, Short 
comings or potential trouble spot 
can usually be rectified before the 
next weekly report 


2. Working from summary cards 
produced in the writing of the first 
report and processing these cards 
through an. electronic calculator 
marketing research is able to de 
velop a complete picture on the 
status, performance, and standing 
for each distributor within each 
product line, For each of the nine 
product classifications, there is a 
full breakdown for the current 
period as well as for the year to 
date, The current week's figures 
include total sales, the figure for 
the sales quota, and a comparison 
of the two expressed as a. pe! 
centage. Then, the report gives the 
distributor’s current) competitive 
standing within his own division 
and for the company. The same in- 
formation is developed in bulk fig 
ures on the year-to-date side of 
the report 

A copy of this report is mailed 
to each distributor at the begin 
ning of each week. Interest at the 
local level is spurred on by the 
knowledge that a copy of the same 
report also crosses Jud Sayre's 
desk. In the few instances where 
these reports have been misplaced 
or lost in the mail, Jim Ruff re 
ports there have been long-dis 
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tance calls inquiring about their 
whereabouts. This offers an effec- 
tive illustration of the degree to 
which Jim Ruff has been able to 
sell the marketing research func- 
tion to the Norge organization. 

3. Finally and conclusively, 
Norge’s management gets a com- 
prehensive distributor-by-distribu- 
tor breakdown of its whole line. 
For this report, the nine product 
lines are listed in vertical columns 
with a tenth column reflecting 
sales in total units. Figures in- 
cluded for each line include this 
full picture: sales for the current 
week, sales for the previous three 
weeks, total sales for a four-week 
period, total current inventory, 
units in transit from the factory, 
total inventory available for im- 
mediate sale 

These reports actually make it 
possible for Norge’s 
to make a valid appraisal of the 


manavyement 
company’s business conditions be- 
tween the time the reports are dis- 
tributed early Monday at the 10 
a.m. start of the conference in M1 
Sayre’s office 

As a hypothetical example of 
decisions which can be formulated 
through the use of these report: 
Supposing Distributor “A” showed 
a physical inventory of 200 units 
of Model B washer in stock, with 
100 more in transit. This gives 
him an available inventory of 300 
units. If current 
units per week, he should have a 
total available inventory of 420 
units for his six-week 
tock. On this basis, the factory 
representative could speak with 
justification in requesting an ordet 
for an additional 120 units. 


sales were 70 


desired 


Projecting the Results 


Applying the same logic to the 
national picture, suppose there 
were a total of 6,000 Model B au- 
tomatic washers in the nationwide 
distributor inventory and 1,800 
more units in transit. Suppose also 
the current sales rate was 2,500 
units a week and seasonal patterns 
indicated that Norge could look for 
a 10 percent sales increase during 
the next three months. 

This would mean a 
sale during the coming 13 weeks 
of 2,750 units a week or a total of 
35,750 washers. Projected inven- 
tory at the end of the 13-week 
production-planning period should 
six-week 16,500 
units. In addition, at the end of 
the 13 weeks Norge would like a 
one-week stock, or 2,750 units, in 
transit to distributors. Added to 


projected 


be a stock, or 


this, the factory inventory at the 
end of the period should be rough- 
ly 5,000 machines. Altogether, 
Norge can use a total of 60,000 
washers of this particular model 
during the next 13 weeks. Current 
availability, as stated above, is 
7,800 units. In addition, current 
factory inventory is 3,000 units. 
Deducting availability from re- 
quirements, Norge’s production 
manager would quickly surmise 
that his plant should be geared to 
put out 49,200 units of this par- 
ticular washer during the next 
quarter. Applying the same logic, 
production figures can be quickly 
adjusted with the study of each 
set of weekly reports. 


Color to Identify Forms 


The most important key to turn 
ing these printed sheets of pape! 
into effective working manage- 
ment tools, then, is the regularity 
with which they are prepared and 
used. As stated above, the machine 
operators have been put on a basis 
where these reports are considered 
as vital as if they were turning 
out a payroll. Mr. Ruff has helped 
this situation along by giving his 
department's reports ready identi 
fication within the company. All 
market research report forms, in- 
cluding the envelopes in which 
they are mailed to distributors, are 
printed in green. This simple de- 
vice has helped greatly to provide 
identification and assure prompt 
attention among executives whose 
desks are already piled too high 
and whose daily mail is already 
too heavy. 

This, of course, does not intend 
to say that all a manufacturing 
firm needs for success is a willing- 
ness to rely on marketing data 
and an installation of machine 
accounting equipment to produce 
these figures. The inevitable chain 
of success still comes through the 
welding of links which include the 
right products, adequate produc- 
tion facilities, competent people to 
oversee them, the right distribu- 
tion outlets, as well as a top dealer 
organization, 

In Judson Sayre’s organization, 
however, facts and figures are the 
front line tools for selecting and 
judging the performance of each 
individual segment. 

There is an old saying that the 
surest way to solve a big problem 
is to break it down into little prob- 
lems, and solve them one by one. 
That is the approach Jud Sayre 
has taken, and judging from the 
record, it is working out just fine. 
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in this and other smart decorator colors 


42 smartly-styled models, efficiently designed and sturdily built for a business lifetime of wear 


Your office should be as attractive and 
comfortable as a home living room. And 
why not when you can get General 
aire, America’s most modern office desk 
that is turning dull-looking clerical 


areas into pleasant places to work 


To harmonize with wall, fixture and 
drapery surroundings, GF’s General 
aire comes finished in many interesting 
color tones... Suede Brown, Pine Frost 
Green, Autumn Haze, Manila Tan and 
Glen Green. And all have harmoniz 
ing Velvoleum or Textolite writing 


tops for eye-resting qualities as well 


as smooth functional beauty 


As for the GF Generalaire desk itself, 
it incorporates too many new exclusive 
features to name here. But of this you 
may be sure It has everything you'd 
expect in a much costlier desk plus 
some efficient features you won't find 
even in far more expensive desks. This 
metal desk can't split or warp, its 
drawers will never stick, its solidly 
welded joints can't come loose. Year 


after year, from the day you buy a GF 


MODE-MAKER, GENERALAIRE, 1600 LINE DESKS *# GOODFORM ALUMINUM CHAING 
SUPER-FILER MECHANIZED FILING EQUIPMENT © GF ADJUSTABLE STEEL SHELVING 


GF metal business furniture is a GOOD investment 
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Generalaire, it will be as handsome as 


it is today That s real onomy' 


The best way to choose from GF 
Generalaire’s 42 models is to see them 
at your local GF Dealer or branch 
For a full-color illustrated folder, write 
The General Fireproofing Co., Dept 
A 68%, Youngstown 1, Ohio 


GENERAL 
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st in Metal Business Furnit 
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many businessmen overlook this 
“acre of diamonds” that lies right 
at their doorsteps while they con- 
“s centrate on opening new accounts. 
There is the case of a company 
Bach rach selling to dealers that never ac- 
Ponreert paoroenanet m6 tinct 1068 knowledged orders because the 
sna sneer tacnmut ppmaontn of wats Dataset FORE a head of the business saw no rea- 
iq tis:  pmeagheneinere son to thank a man for “doing 
himself a favor.” “After all,” this 
man told the writer, “if the cus- 
May 8, 1957 tomer didn’t believe he was get- 
ting a good deal from us, he would 
not have sent in the order. He 
should be thanking us for the serv- 
ice we give him.” 
It is my hope that thie letter will express our very real satisfaction Thanking a customer for an or- 
in having had the opportunity to make portraits of you, der or for paying his account 


Our Eighty-ninth Year 


Dear Mr. Aaepley: 


I should also like to ask you to assist my sons and me, as well as the promptly may not be necessary. 
crafteamen who work with us, to make sure that our photographs fill But it is good business. In addition 
the need for which they were made, By now you and your family have to being good manners, a_ well- 
submitted them to the test of being “lived with.” Have they passed the ; Aes a é 
test? Do you like them? turned “thank you” letter (when 
the occasion justifies it) benefits a 


What about your impressions of our studio? Did you find the people business in several ways. This is 
there gracious, sincere and helpful? Most of them -- and a great number especially true if, in the Texas 
of the craftemen in our Finishing Laboratory too -- have been with us : 7 ‘ 
for many years, They are highly skilled and keenly interested in their ; 
work, but being human occasionally make mistakes, When they occur, merely saying “thank you 
1 want to hear of them, add “hurry back.”’ Here are a few 
of these benefits: 

One of the best sources of leads 


spirit, we go a step further than 
and 


’ 


Many years ago we began to specialize, with separate studios for men 
and women where the surroundings and equipment are suitable, and the 
photographers are especially skilled in making portraits of men and for new customers or prospects is 
women, Fabian supervises the photography of men, Bradford that of a satisfied buyer. There are auto- 
women, and I see virtually all the proofa from our studios here at our of 


Finishing Laboratory in Newton, Massachusetts, mobile salesmen who credit 80 


percent of their new car sales to 

It would help us all to have your frank comments whether favorable or leads they pick up calling back on 

otherwise on both our work and our service, We hope you will use the satisfied buyers. Z3uvers have 
enclosed card for this purpose, returning it at your earliest convenience, : . " 

friends. Many of them need what 

Sincerely yours, you are selling. The right kind of 

“thank you” note——-a letter that 


oa Soden, Bokeh has a personal touch and is not 


Louis Fabian Bachrach just a cold form letter or printed 
card—-often brings back the names 


of friends to whom you can write 
or have a salesman follow up. “Use 
one customer to sell another” is a 


rule of good salesmanship. 
etters That Say- What better way is there to get 
suggestions for improving your 
ee service or your product than by 
Th k y d asking buyers, when you are 
an ou an thanking them for their orders, 
for their suggestions? A hospital 
9” in Chicago writes to every patient, 
Hurr Back a few days after he is discharged: 
“As a patient, you may have no- 
ticed imperfections in our service 
which escaped us. If so, please be 
B Cc M Ph completely frank in telling us 
y ameron Cc erson about them. Being human, we are 
not averse to hearing the things 
you liked about the hospital, too.”’ 
HAT is a customer worth? A As a result of the analysis, the Of course, it wouldn’t be good 
large mail-order house at one management concluded that it form for a hospital to urge a pa- 
time analyzed its active accounts would be better business practice tient to hurry back, but since most 
in order to establish a dollar val- to spend more time and effort to hospitals today are contemplating 
uation on the average account. It improve relations with established building additions and need con- 
came up with a figure of $1,200 customers than to ride off in all tributions, the “hurry _ back”’ 

This represented the estimated directions seeking new ones. It thought is present. 


three-year profit on each account was a wise decision as the com- The Fabian Bachrach lette! 
(three years was the average life pany’s steady profit growth in sub shown above is a good example of 
sequent years has shown. Yet how the type of “thank you” letter that 


of an account) 
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not only invites constructive sug- 
gestions for improving the service, 
but does a good public relations 
job as well. It also serves as a 
check on branches, when the head 
office is located in another city. 

I understand that this letter has 
proved to be highly effective. It 
has brought in new business from 
friends of satisfied customers. In 
a high percentage of instances, it 
has brought back useful informa- 
tion, leads, and suggestions. You 
have really done something when 
you Can get a customer to suggest 
ways to improve your business. 

There are three noteworthy 
points about this Bachrach “thank 
you” letter. (1) It is personalized. 
(2) It uses a typewriter face that 
gives it a tone of importance 
“the executive look.”’ (3) It is 
written on engraved stationery. It 
gives a very distinct impression of 
quality, in keeping with the quali- 
ty claims of the sender. It is a 
hard letter to lay aside without 
answering. 

All too often, “thank you” let- 
ters miss the mark because they 
are cheaply badly 
matched so far as fill-in goes, and 
written on unimpressive station- 
ery. If a customer is important 
enough to warrant a “thank you,” 
then he is important enough to 
treat as though you consider him 
to be a VIP. 

There is a certain amount of 
psychology about thanking a buy- 
er for his business or for paying a 
bill promptly. We all like to “live 
up to our reputations.” If we have 
a reputation for being a staller, we 
feel we would be “out of charac- 
ter’’ to be otherwise. But, if we 
know someone thinks of us as be- 
ing “prompt” in paying our bills, 
we want him to continue to think 
well of us, and so, in his case at 
least, we make it a point to pay 
him promptly. 

Another benefit from a “thank 
you” letter is that it gives a dis- 
gruntled buyer an opportunity to 
get any complaint he might have 
“off his chest.” One of those two 
sided letters, perforated down the 
middle, can be used for this type 
of dual-purpose letter. This makes 
it easy for the customer to tell you 
how much he liked or didn’t like 
what he bought. Either way, you 
have cemented a friendship. If the 
customer was pleased with his 
purchase, he is a better customer 
because he has gone on record as 
being satisfied. If he was unhappy, 
you have an opportunity to rectify 
any error and get back into his 
good graces, 





processed, 
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KEYS TO 


HUMAN RELATIONS 


IN SELLING 


A NEW SOUND-SLIDEFILM KIT IN FULL COLOR 


Good human relations practice can boost sales. This new 
kit of five 15-minute sound-slidefilms in color will enable 
you to help your salesmen develop good human relations 
habits. Complete with meeting guide and work manuals 


Subjects include these five basic keys. 





THE MASTER KEY 
OF 
EMPATHY 








THE KEY 
OF 
RECOGNITION 








THE KEY 
OF 


CONSIDERATION 
Ss 








THE KEY 
OF 
COMMUNICATION 








THE KEY 
OF 
SECURITY 
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How to create the atmosphere or mood 
favorable to closing the sale. 


How to make the buyer like you and 
want to do business with you. 


How to get the buyer to hear and con- 
sider what you tell him. 


How to make sure the buyer understands 
and believes what you tell him. 


How to overcome the buyer's doubts and 
get him to act. 


‘Keys to Human Relations in Selling’’ may be 

rented or purchased. Details will be found in our 
\\ 1957 film catalog—headquarters for sales 
Yd training films. Ask for a free copy 


DARTNELL | sierra 











By Richard A. Garver 


SUMMARY OF CONSIDERATIONS If EVALUATING 1957 PASSENGER CAR VOLUME 





FAVORABLE TO HIGHER VOLUME IN 1957 THAW 1056 
—_—_—_———_ ~ - —EE a — 


i A Hew Advance in Business Conditions 

A etrong upsurge in genere) business conditions aay be expected as stee! and 
durable consumer goods production tocreases 

Consumer Financial Position 
Riging consumer incowes aad cash accumulation #11) accompany the upturn in 
business enabling consumers to purchase sutosobiles at bigher rates thao in 1956 

4 Strong New Mode) Stiauiue 
Approtiaately two-thirds of the eajor makes 11) have eade s substantial sode!l change 


ong Tere Factores #11) Continue to Aid Sales 
The continuing trend t« ra suburben living, decentralized factories, together witb 
sore youngsters and teenagere, favor a0 expanding market 


UNFAVORABLE TO HIGHER VOLUME 
Ce 


i Large Stock of Recent ode) Cars 


-aerge car sales in recent years have increased car ownersbip aod lowered the 
average age of care on the road Further sales depend heavily on appealing to 
customer's desire for automobile taeprovesent 


2 Higher Cost of Trade 


A@ existing care become obsolete, the price of used cars deciines 
the coat of trade on new care 


This increases 


’ Repeyeents in Existing Autosobile Loans 


The carry over of repeyeents froe previous years’ car financing has sounted 
rapidly with the lengthening of eaturities 





CORCLUSION 
i neenEEEEEReee 


Various estiaating sethods indicate a range froe 6.5 to 7.0 
Sillios car sales for 1957 In judging the above considerations, 
it seeus probable that sales next year will exceed (6.6 million 

e 10% increase over the 6 sillion anticipated this year 








fom Orvreven 


Heeret ime Mepeencn Memsctmens Cave 


Ford market forecast reports are usually limited to a single page with a pro- 


and-con presentation of facts and a brief conclusion 


ROADSIGNS OF BUSINESS 
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WORSENING OF WORLD S)TURTION WOLD tine 
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A summary report used by Ford in evaluating a future market for its cars. Note 


pro-and-con treatment with boxed conclusion 
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The Ford Approach to 
Market Forecasting 


XECUTIVES of 39 firms manu- 

facturing produets ranging 
from fertilizer to freight elevators 
met recently in Madison, Wis., 
with Robert J. Eggert, market re- 
search manager of Ford Division, 
Ford Motor Company, Detroit, to 
investigate the potential that mar- 
ket research holds for the aver- 
age-sized company. 

In a one-day conference, spon- 
sored by the Industrial Manage- 
ment Institute in the University of 
Wisconsin Extension Division, the 
men were presented with Ford's 
pattern for market research, and 
they found it highly adaptable to 
their own individual forecasting 
problems, Ford’s approach to mar- 
ket forecasting may offer some in- 
sights into your marketing prob- 
lems, too. 

Market research can_ supply 
management with the facts that 
will sell more products for a profit, 
Mr. Eggert contends. And the man 
who possesses these facts can put 
his decision into action faster. 

According to Mr. Eggert, there 
are three approaches that may be 
made toward the market-forecast- 
ing problem, and the first two pre- 
sent some danger. 

“Some _ forecasters adopt. the 
stick-to-your-guns approach,” he 
says. “These are the men who 
make a prediction and then stand 
by it until history, sooner or later 
comes to their rescue.” 

Mr. Eggert cites as an example 
a forecaster who, in 1924, pre- 
dicted a severe recession. Each 
year he renewed his prediction un- 
til 1930 came along. His short- 
memory colleagues hailed him as 
a genius. 

The second type of dubious mar- 
ket forecaster, according to Mr. 
Eggert, is the person who deter- 
mines which way the _ financial 
winds are blowing and then goes 
along with that trend. 

“These fellows’ predict next 
year’s business on what happened 
this year,”’ Mr. Eggert says. ‘The 
slowness of the business cycle and 
the short memories of people play 
into their hands. This type of fore- 
casting can miss the turning points 
in business trends, however, with 
serious consequences for a particu- 
lar firm.” Turn to page f 
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How to be a “clean desk” man 


In the orga ed draue there are 


New “Clutter-Proot"’ Desk has ingenious of{-the-desk trays for incoming, out 


ability to lend a hand to a man at his work going and pending letters, off-the-desh 
pace for work organizers, work sepa 
rator deferred project tickler 
binders, books, pads, forms, card list 
Take a good look around your office tomorrow and And imagine thi there's even an in-drawer waste 
see all the clutter on top of desks. A lot of valuable basket and in-drawer phone! 
space and time are being lost there With a Shaw-Walker “Clutter-Proof’’ Desk 
These same desk workers could get more done if e working space on the desk is actually doubled 
they sat at new Shaw- Walker ‘““Clutter-Proof’’ Des} See the y 7" tter-Proof’’ Desks at our 


Fully 75% of the things that drift around on branch or ler store, or write Shaw-Walker 
other desks have a specific place inside this desk Muskegon 70, Mich. for our 252-page Office Guide 


» Built Like o 


y per* 
Leal Largest £ Pa isive ers of Office Equipment 
Muskegor ‘ presentatives Everywhere 
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The Ford Motor Company, in 
contrast, has adopted what it calls 
the pro-and-con approach to mar- 
ket forecasting. Its market-re- 
search program involves a five- 
step operation which ultimately 
takes into consideration both the 
favorable and unfavorable factors 
which may affect the market. Here 
is its plan on which market re- 
search is patterned: 


1. WHAT Are Your MAJor Mar- 
KETING PROBLEMS? The market- 
research man first needs to know 
what types of information man- 
agement requires. And he must 
know these needs to provide an- 
swers to management when most 
needed, Thus the research sched- 
ule has to be adapted to manage- 
ment’s needs, 

“The kind of information man- 
agement wants generally centers 
around four areas,” Mr. Eggert 
Says: 

(A) Product Problems The 
market-research effort should find 
out what the consumer likes and 
dislikes about your product and 
your competitors’, What does the 
consumer expect? What do your 
dealers say? Mr. Eggert mentions 
the color and styling of the 1957 
Ford as one example of applying 
consumers’ desires to your prod- 
uct development, 


(B) Communications Problems 

What type of advertising will 
reach the largest potential mar 
ket at least cost? And what type 
of information should salespeople 
stress in addressing the potential 
buyer? The crux of this problem 
is to provide better tools for com- 
municating with the consumer, 

(C) Price What 
price will sell the most produc- 
tion units in relation to profits and 
> For example, Ford has to 
price its millionth car before the 
first one is ever sold. How much 
discounting is being done by deal- 
ers? What are people willing to 
pay? These, says Mr. Eggert, all 
are important questions which re 
quire more than a feet-on-the-desk 
decision, 


Problems 


costs“ 


(D) Volume Problems -A_re- 
liable annual forecast can furnish 
valuable aid in financial planning, 
advertising budgeting, and produc- 
tion scheduling. Some of the ques- 
tions in this area that research 
can answer are: How large is the 
total market and what share of it 
are we getting? How many units 
of various models should produc- 
tion schedule according to poten- 
tial demand? What people are 
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buying our product now? And 
where should our plants be located 
five or 10 years from now in order 
to be near our market? 

2. OUTLINING THE PROBLEM IN 
SpeciFIC TERMS. The major prob- 
lem area has to be broken down 
into groups of specific questions to 
be answered. Are the consumers 
actually able to give the needed 
information? Ford has discovered, 
for example, that prospective cus- 
tomers consistently understate 
their desires on the amount of 
chrome and horsepower they 
would like in a car. You may have 
to assess the consumer's true feel- 
ings indirectly through motiva- 
tional research, This second step 
in a market-research program also 
points up the problem of research 
cost versus the cost of making a 
mistaken decision. The important 
dimensions of the market should 
be known before’ production is 
committed, or, as Mr. Eggert 
states, “Locate the thin ice before 
you go skating.” 

3. CONDUCTING THE RESEARCH 
OPERATION. Ford has found it most 
profitable to farm out the actual 
research operation to professional 
agencies. There is a multitude of 
concerns that do market research. 
A check with the American Mar- 
keting Association will provide 
names of many reliable firms. By 
using professional agencies to do 
the basic field work, your staff is 
kept free of details and can do 
broad planning in anticipation of 
management's needs. 

1. DISTILLING RESULTS FOR PRES- 
ENTATION. Here lies the crucial 
task for the research man or staff. 
It is his task to give the raw facts 
plenty of ‘‘visibility.”” He needs to 
translate statistics into intelligible 
information that can be used by 
management in its decisions. At 
Ford, according to Mr. Eggert, 
they have adopted the chart sys- 
tem of communication. The facts 
are converted into easily under- 
standable charts. Research results 
are summarized on one page. They 
also have a_ policy of making 
strong recommendations whenever! 
possible, thus avoiding the chronic 
tendency of forecasters to hedge. 

5. DIRECTING FINDINGS INTO 
PROPER CHANNELS FOR ACTION. 
Facts have little value unless they 
get to the right people, Mr. Eg- 
gert states. This emphasizes the 
value of a follow-through and per- 
sonal contact in order to get the 
results across. 

Consumer research in 1950, for 
example, indicated that auto buy- 


ers thought the Ford glove com- 
partment was too small. The study 
in 1951 also showed this, but still 
no change was effected in the 
glove compartment size. The con- 
sumer research department finally 
traced down the designer respon- 
sible for developing the compart- 
ment and discovered the man had 
never seen the report and was bas- 
ing the compartment size on the 
measurements of taxicab meters. 
The glove compartment in the 


1953 model finally was enlarged. 
Basic information needs for re- 
liable management plans include: 


(a) The total market for the in- 
dustry. Management should get the 
facts on industry volume in the 
past. Are there any seasonal pat- 
terns in the industry? Are there 
reliable “indicators” to aid mar- 
ket volume prediction? One of the 
market tools that Ford uses is 
statistical indicators of business 
trends, published by Statistical In- 
dicators Associates, Great  Bar- 
rington, Mass. These weekly re- 
ports show national trends in im- 
portant areas such as average 
hours worked, new orders for dur- 
able goods, gross national prod- 
uct, and many others. 


(b) Your share of the total mar- 
ket. With the marketing informa- 
tion provided by the researchers, 
you should be able to predict your 
slice of the expected market vol- 
ume. This offers a more stable 
basis for sales prediction than the 
sometimes overly optimistic esti- 
mates of sales personnel. 


(c) How you are going to get 
this share. Armed with industry 
volume predictions and a 
goal, a basic plan has to be de- 
veloped showing how you are go- 
ing to get your share. 


sales 


(d) What competition is doing. 
It’s important to know what com- 
petition is offering in the market 
as contrasted with your product. 


(e) New engineering develop- 
Obviously, consumer de- 
sires may have to be tempered 
with the availability of new en- 
gineering developments. This 
points up the advantages of close 
contact between the engineering 
and market-research departments. 

“We've got to convince manage- 
ment that sound market data can 
aid them immeasurably in their 
Mr. Eggert states. 

While market fact-finding is not 
a miracle answer to all manage- 
ment problems, it is still a val- 
uable tool for both large and small 
companies. 


ments. 


decisions,”’ 
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Article Clearance 
In Six Steps: 


Story idea develops at edi 
torial staff meeting 


Outline of story and photo 
coverage are discussed 


Department executives are 
consulted. 


Writer and _ photographer 
get material from story 
sources. 


Pictures, copy, and rough 
layouts are checked with 
management. 


Approved story is released 
for publication 











ELEVISION Detective Joe Fri 

day is concerned with “only 
the facts,” and if the same could 
be said about management when 
it comes to clearing articles for 
company publications, industrial 
editors would become a_ happie 
healthier, heartier lot; and ar 
ticles would, in most cases, be 
more readable. 

However, in the majority of 
cases, management does not check 
only the facts. Very often it moves 
into the editor’s domain and edits 
Although not a very ideal situa 
tion, it is one which many editor: 
face each time they try to get 
clearance for the stories in their 
publications. 

3ecause of individual differences 
of both editors and management 
people, the adoption of a “stock’ 
solution is impossible, But, here is 
a successful system which works 
for us. 

At Weirton Steel Company, a 
division of National Steel Corpora 
tion, clearing articles for publica 
tion has never been a_ problem 
The system used here might not 
work in other companies, so, ou! 
way is offered not as a cure-all 
but to show how we have allevi 
ated the situation. It has worked 
well for us—it might be adapted 
to work for others. 

Perhaps it might be well at this 
point to briefly describe Weirton’s 
publication. The Employees Bulle 
tin was first issued on April 30 
1934. At that time, it was an 
eight-page paper, slightly larger 
in size than Life magazine, and it 
followed a_ general 
style. The Weirton publication is 


newspape! 
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Company Publications 


By Richard N. Paull 


Publicotions and Pub 


now Lafe-size 
24 pages 


color (Offset ] 


instead, it print 
covered cylinder 


rubber the image 


paper. ) 
Circulation 


12,000 and 45,000 


men an editor 


has 


printed 


an average of 


Department, Weirton Stee Company 


where clearance problems usually 


offset in one begin to fade 
type of printing From this point on, the story is 
in which the inked 
not print directly 


urface doe a combined effort management 


ym the paper providing the facts and editors 


m a rubber determining writing style and for 


and from the mat, When initial clearance is re 
offset onto the ceived, a photographer and write 


are given the assignment, An added 


is between isure of safety is that, when 
Staffwise, twe ever possible, the story ideas are 


his assistant approved by the president, Ek, O 


handle the majority of work on Burgham 


the magazine 


members of the 
publicity staff contribute no small 
part of their eff 
zine each month 


Throughout 
Weirton mag: 
share of honor 


petition To mentior 
are award winner for seven yea! thi this is their story, too. An 
in contest pon 
ternational Council 
Editor top hon 


tional Safety Council 


contest for 
years, and a 
in the Fy 
Awards Con 
If the editor 


asked to credit 


eliminating clear 


would be advan 


levels. Thi 


an editol 
where membe! 
and publicit 
plan an_ issue 
Keach article 
thoroughly 
proposed 
made, and 
tent draw! 
Next 
charge 
which 
and the 
age! 
posed 
It is 


usually 


Howevel! othe 


publications and 


editorial ! ered for writing 


Throughout the writing and 
photographic phase, the writer fre 
quently confers with the managet 
to the maga of the department, the foreman, 
those employee concerned 

things are accomplished 

Kirst aluable material is path 
second, manaye 
a WwW, the 


ment and employee pet the feeling 


ored by the h other thing, phraseology particular 


of Industrial to the operation is picked up and 


in the Na noted. Thi lends authenticity to 


publicatior the story and many, many times 


ht consecutive is the ery thing that eliminates 


for four yea! 


Foundation 


reading’ when final copy is 


opy, and rough lay 

are checked once more with 

nagement, It is our opinion that 

ance blue are eliminated 

the beginning because man 

igement helps with the stery from 
ginning 

er industrial editors pet 

the discussion will usual 

to clearance and how it 

accomplished, Most editor 

that the method used at 

not the usual practice 

taff people on industrial 

tions. One editor who seems 

et the typical approach re 

aid that he beleve man 

nt editorial chanype “are 

oided when the complete 

ext and picture in 

oof form 1 ibmitted 

indicated that picture 

form i the 

publication 
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The Tight Money Headache 


(Continued from page 11) 


land as early as 1832, European 
insurance companies had been 
dealing in lease-backs for several 
decades before insurance firms in 
this country were allowed to make 
such investments 

In 1942, the State of Virginia 
amended its investment statutes so 
that life insurance firms could 
buy commercial real estate up to 
5 percent of their assets. North 
Carolina became the second state 
to allow insurance firms to buy 
commercial real estate, and now 
the only states that do not allow 
these firms to do so are Texas, 
South Dakota, and Michigan. 

At the beginning of 1956, the 
United States life insurance com- 
panies owned a total of $2.5 billion 
worth of real estate. Of this, $1.5 
billion was in commercial rental 
properties 90 percent of it rep- 
resented in lease arrangements. 

Corporations employing the 
lease-back and lease-arrangement 
technique include General Motors, 
General Electric, IBM, Sears Roe- 
buck, Du Pont, and most of the big 
food and drug chains throughout 
the country. Within the past 10 
years, billions of dollars have been 
invested on such deals in proper- 
ties, including railway locomotives 
and milk bars. The big field for 
however, is 
private and 


arrangement, 
estate both 


lease 
real 
public. 
Until recently, investments in 
lease arrangements have been 
made mainly by insurance com- 
panies, college endowment, pen 
sion and trust funds, church or 
yanizations, and a few banks and 
private investors. Today, regular 
investment houses are beginning 
to see the advantages of the lease 
arrangement and are directing 
both their large and small clients 
toward this type of investment. 
The growing popularity of lease 
back financing has brought a num- 
ber of specialists into the field, 
such as the Municipal Service 
Company of Kansas City. This firm 
specializes in building and leasing 
back public service plants — to 
municipalities. There are  com- 
panies that make leasing arrange- 
ments for automobile and truck 
fleets, machinery, and other real 
property, Actually, a company 
rents instead of buys, but if more 
can be earned on the’ invested 
capital than is spent on the rental 
fee, it is good business. There are 
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also tax advantages to be con- 
sidered. In fact, some businessmen 
rent the Cadillacs they drive, for 
$150 a month, under a lease ar- 
rangement that assures them of a 
new car every year. 

The J. K. Lasser Tax Service 
cautions businessmen making a 
lease-back arrangement to watch 
out for these tax traps: (1) A 
lease for 30 years or more. The 
Treasury says that is a tax-free 
exchange, No loss is allowed, al- 
though a gain is taxed to the ex- 
tent of cash received. (2) A big 
loss with a lease-back at a “‘bar- 
gain” rental. Rent is tied to sales 
price in sales lease-backs. So it 
may look to the 
though you made an agreement 
with the buyer to accelerate rent 
deductions. (3) A big gain with 
lease-back at premium rental. You 
get extra cash on sale at slight 
penalty of a capital gains tax. You 
repay buyer in form of higher 
rent which is fully deductible. 


The Merger Angle 


Another way to get money that 
appeals especially to younger busi- 
nessmen who are not averse to go- 
ing into debt is to find a company 
that complements theirs and work 
out a merger. The idea is that the 
two companies, by pooling their 
resources and sales power, would 
get a lot more business and make 
a lot more money. But it does not 
always work out that way. 

It is a mistake to assume, as 
many businessmen do, that growth 
depends on sales. They think that 
to make more money you just have 
to sell more goods. It seems so 
simple. The only true measure of 
growth, however, is increased net 
earnings, Sales are important, but 
it must be remembered that the 
larger volume of sales will require 
increased capital to carry the ac- 
counts, a larger payroll, and in- 
creased overhead. Putting two 
money-poor companies together 
may increase sales volume and it 
may make it borrow 
money. But unless such a merger 
will improve earnings, no real 
growth will result——-just added 
headaches, 

Then there is raising money by 
selling franchises, a method used 
in the beverage field. Coca-Cola, 
for example, sells a_ distributing 
franchise for a certain territory 


easier to 


Treasury as: 


to a bottler. He buys the syrup 
from the parent company, bottles, 
and distributes it. Some of these 
Coca-Cola franchises are sold and 
resold at considerable profit. They 
are eagerly sought and are worth 
a great deal of money. However, 
in order to sell franchises, the 
product must be a fast repeater, 
and the parent company usually 
undertakes to maintain a market 
through national advertising. 

There are still other ways to get 
customers to finance a growth pro- 
gram, such as selling them “profit 
participation” shares in the busi- 
ness; getting prepayments on mer- 
chandise to be delivered later in 
the year (this requires a special 
discount); getting dealers to pay 
in advance for co-operative adver- 
tising, and so forth. But these 
practices endanger customer good 
will if the plan should miscarry. 
If you are short of money, you 
may have customers who would 
pay their bills on the nose if the 
cash discount were made more 
attractive. 

Still another method, popular in 
Great Britain, is factoring. Most 
American companies not only 
make a product, they also market 
it. Operating a sales organization 
takes capital and plenty of it. But 
in some lines of business—textiles 
is an example—the manufacturer 
can arrange with one sales agent 
to take over the distribution of his 
entire output. The agent makes 
similar agreements with other fac- 
tories selling through the same 
channel of distribution. He is then 
able to market the output of all 
the factories for less than the 
manufacturer could do it. The 
factor warehouses the goods, bor- 
rows against warehouse receipts, 
and pays the manufacturer. 

The manufacturer is able to em- 
ploy all his capital for producing 
a better quality product at a 
steadily decreasing cost. The fac- 
tor, as exclusive sales agent, is able 
to devote his full attention and 
effort to getting better distribution 
at the lowest possible cost. The 
hitch, of course, is that the manu- 
facturer loses control of his mar- 
ket, which is not so good for a 
company dedicated to growth. 

The big family incomes result- 
ing from the fact that several 
members of a family are gainfully 
employed has led a number of 
companies (including some very 
large ones) to raise money by sell- 
ing stock to employees. The em- 
ployee pays for it under a payroll 
deduction plan. Those using the 
plan contend that selling stock to 
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employees gives them a “‘stake”’ in : Fair Uses Computer to 


the business so that they can share 
in its growth. It sounds great. But . 
employers who went through the Fit Men to Jobs 
depression of the thirties found to 
their sorrow that, while employees ver 200 exhibiting companies 
were keen to share the profits ire helping the Chicagoland Fair 
they objected strenuously to shar- highlight that city’s role as a busi 
ing the losses (which happens ness, cultural, and trade center of 
when earnings drop). Employee- world 
stockholders felt that the company staged at the half-mile-long 
had taken advantage of them when y Pier on the shore of Lake 
they had to sell at a loss or, in the Hichigan, the fair is expected to 
case of a closed corporation, were (tra much-needed workers to 
unable to find a buyer. ,; she tight labor supply 
Summing up, the best remedy make job-hunting easier, a 
for the money headache is to op AC unit has been installed 
erate within your income and The pocket size pagesystem buzzes sla _— on-tne pot informa 
grow as profits permit. Determine persons inquiring about 
a sound profit-volume relationship job opportunities, Chicago 
and set up the controls needed to land = companie have submitted 
earn the planned profit. That is 68 buildings with ot loor are current and future job openings to 
sound management. When you go of 42 acre the machine, and visitors to the 
to the bank with a statement that Individuals equipped with 1e fair may try to match their abili 
shows a good ratio of profits to recelve! have ecial ode uM the job-oper ings on file in 
sales and a consistent growth in bers whicl re on file at the * machine, The Illinois State 


when the switchboard dials its code pecific 


ce 


earnings, you will be able to get pagesysten wi ! Wher Mmployment service will then fill 
a loan without having to hock one of th { al lem in as to the degree of skill 
your receivables reached by lephe t h : . pay, and experience re 

the interplant number of the quired by employe pecification 


o 
pagesysten dialed and the han 750,000 persons from 


. . nessave t ‘ , ‘ i ehout the Nation are «¢ 
Pocket-Size Receivers menage te wi MOON. = sacked 0 attend tee S6-der ovens 
She the li: t] m; ny ‘ t i if ray even 
1 by the Association of 


Make Speedy Contact gag ne re. Commerce and Industry. They 


The n 


celver in 


will 
To permit speedier contact in a gecoen cd ssogycen 
igo area companies and 

firm 
possible ording to Richard Revne 
an sali h thi <a Hrector of the exposition that 


case of emergencies, Parke, Davis and contact 
& Company has equipped key per 
sonnel with pocket-size electronic 
receivers 

The new “pagesystem” insures 
almost instant contact with any 
individual carrying one of the re 
ceivers, regardless of his where 
abouts in the main laboratories of 
the Detroit pharmaceutical firm 


board for 


range June 29 and which will run 
Milton Me nw Jant a l gh July 14 the event j 
fo an exhibitor ellout 


ever held at the Pier 


engineet 
pany nl 
electric . : 7 vl ‘vnes pointed ¢ that com 
ystem xhibit are not merely a 


when a p ( j tside and u sachs 1 product instead 
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except by messeng isu ethod of dramatizing the 


mile in length, and they consist of 
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(Continued from page 2%) 


1. Situations in which horizontal 
communication will be relatwely good 
without any special attention from 
top management, For example, our 
chart indicates this will be the case 
between production and engineering 
since both these vice-presidents are 
aligned with the president. And, of 
course, purchasing will provide infor 
mation to (but will not necessarily 
receive much information from) pro 
duction, since it is actually “under 
production 


2. Situations in which horizontal 
communication will be almost totally 
lacking unless top management does 
something. In the particular case il 
Justrated, this will be true between 
any segment in the president's sphere 
of influence and any segment in the 
ice-president in charge of 
sphere of influence, It will also be 
purchasing and any 


sales 


true between 
other function because of the “status 
differences 

Having thus pinpointed both 
particularly good and particularly 
bad situations, management is in 
a far better position to take 
specific corrective action, 


Forcing Improved 
Communication 


basic types of 
which manage- 
ment take to improve 
horizontal co-ordination and com- 
munication, and ordinarily no one 
of these, by itself, will do the job: 

The first is a deliberate change 
structure 


There are four 
corrective action 
needs to 


in the organizational 
Kor example, the president, whose 
power is waning, might be “kicked 
chairman of the 


secretary-treasure! 


upstairs” to 
board; the 
might assume his rightful title of 
president; and the sales vice-presi 
dent might be made executive 
vice-president, Provided the actual 
responsibilities and authority 
match the new titles, this action 
will gradually serve to eliminate 
the current factionalism. Similar- 
ly, the weak vice-president in 
charge of purchasing might be re- 
placed by a stronger man who will 
be more nearly co-ordinate with 
the other vice-presidents and hence 
be in a better position to com- 
municate with them. 
The second type of 
action involves a clear-cut delinea 
tion of each executive’s scope of 
responsibility and authority, so 
that the boundaries of what he 
may and may not do are clearly 


corrective 
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Communications as a 


Growth Factor 


established. This may sound “old 
hat,” but actually it is not. Despite 
the widespread lip service which 
is given to position analysis, very 
few companies provide their ex- 
ecutives with this information in 
realistic terms. Setting the scope 
of each executive’s domain and 
then insisting that these bound- 
aries be observed serves to pre- 
vent many conflicts due to honest 
confusion concerning limits of re- 
sponsibility and authority. It also 
serves to cut down on tendencies 
toward proliferation and “power 
grabs,” and to lessen the tensions 
and suspicions between executives. 
They feel safer and more secure in 
their roles and are, therefore, 
more willing to communicate with 
each other. 

A third type of corrective ac- 
tion involves forcing communica- 
tion within the existing organiza- 
tion. At the very top levels, this 
can often be accomplished by re- 
quiring the individuals to work 
together on long-range goal plan- 
ning for the company as a whole 
and then on_ short-range’ time- 
tables of action to achieve these 
goals. This device serves to force 
the executives to communicate 
with each other while their atten- 
tion is focused exactly where the 
chief executive wants it-—-on the 
future of the company as a whole 

At lower levels, some success 
can be achieved through the use of 
interdepartmental committees, pro- 
vided these committees are given 
real and important mutual prob- 
lems to solve, and also provided 
they are given real responsibility 
and authority for putting their so- 
lutions into effect. 

The fourth type of corrective ac- 
tion is a controlling action. It 
makes use of the results of the po- 
sition analyses and of the top- 
level planning sessions, It consists 
in the superior and the incumbent 
establishing specific expectancies 
for each executive during the 
forthcoming year. Since these ex- 
pectancies are performance 
checked with the executive at the 
end of the year, they aid in keep- 
ing each executive’s actions in 
line with the company’s over-all 
goals, and preclude him from con- 
centrating too much upon his own 
personal goals. Specific expectan- 
cles and performance reviews can 
also be used for control purposes 
at lower levels. 





In short, a realistic approach to 
improving horizontal communica- 


tion requires: (1) adjusting the 
basic organizational structure of 
the company to conform with 
reality and to eliminate as many 
communication ‘trouble spots” as 
possible; (2) letting each execu- 
tive know what his job really is 
and what he is expected to accom- 
plish in the short and long run; 
(3) forcing communication in situ- 
ations involving mutuality of in- 
terest; and (4) providing § con- 
tinuous controls to keep the situ- 
ation in balance. 

Companies which have applied 
this basic approach to their own 
particular needs report encourag- 
ing results. There have been, how- 
ever, no overnight miracles. Im- 
proving horizontal co-ordination 
and communication invariably is a 
long and arduous’ undertaking, 
calling for continuous vigilance and 
forceful leadership from the chief 
executive, 


Census Bureau to Retire 
First UNIVAC Built 


The first UNIVAC Scientific 
computer ever built soon will be 
retired. Initially used during the 
final stages of the 1950 Census 
tabulations, the machine has been 
in constant operation, usually 24 


hours a day and seven days a 
week, 
The Bureau of Census, U. S. De- 


partment of Commerce, plans to 
replace the first computer and an- 
other one with two new Reming 
ton Rand UNIVAC Scientific com- 
puters. Delivery of the new units, 
which have doubled the input-out- 
put speeds of the former ma- 
chines, is expected to begin some 
time in 1958, 

When they are delivered, the 
new machines will be employed in 
the regular current work of the 
Census Bureau. In 1959, they will 
be used to tabulate the results of 
the 1958 Censuses of Business and 
Manufactures. 

In 1950, the Census of Popula- 
tion enumerated a population of 
151 million, but, in 1960, the Cen- 
sus of Population will enumerate 
a population of 180 million per- 
sons, an increase of about 20 per- 
cent over 1950. 
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Interphone System Provides 
Flexibility and Economy 


NOW SMALL businesses can have i 
10-line, low-cost dial telephone sys 
tem for internal communications 
‘his interphone system, Model TDX 
10, provides dial tone, continuou 
ringing with ring-back to caller, plu 
guaranteed privacy. It can easily be 
adapted to voice-paging from an) 
telephone by the addition of ampli 
fier-speaker facilities. Users of the 
rDX-10 are assured flexibility, econ 
omy, and trouble-free service, The 
PDX-10 occupies only 17 by 10 by 6 
incnes ol space Extensions may be 
put on any or all 10 lines, and the 
system can even be expanded to a 
larger 20 10) or 74-line system 
Stromberg-Carlson Co Dept AB 
Rochester 3, N. Y 


Rent-a-Plane Service Offers A Same-Touch Typing for Home 


set Foed in Cone Delivered Answer to Travel Problems With Pacemaker Typewriter 


By Wico Vending Machine 


A HEATING AND circulating system 
that assures complete uniform heat 
With a minimum chance of inventory 
spoilage is a feature of the Wico hot 
canned food dispenser. The Mode! 168 
has a vending capacity of 168 cans 
and cold-storage capacity of 192 cans 
Wico Corporation, Dept. AB, 2913 N 
Pulaski, Chicago 41, Il 
ime moa 
types of 
offered 
Model 172 
per hour 
182 wit! 
mph; and i f if I 
engine Mode ) thi 21' W THI RCRETARY can type 
mph. The Hertz ‘ ion pt t home with the same natural stroke 
AB, 218 Wabash Ave j vo leveloped for office 1 ping. The Pace 
Illinois math is ideal tor the ecretary who 
ve manual machine 


rather than a smaller 


Elevator-Type Stand Has htweight portable. The Pacemaket 
Generous Working Area o-tone, full-size office type 

A ( ith a standard keyboard of 
FASHIONED FOR EASY elevatir 1 character Available in two car 
to caste! or lowering j ! e width ll or 15 inehe it ha 
rubber feet, a “Power di either pica or elite type. Margin 


tured in a newly « igned el ( now set quickly by simply sliding 


stand Another § fei ! j F eft nd right-hand margin stops to 


brace that give xim igidity the lesired positior Pabulation 


tubular teel ley mit ‘ wccomplished by flicking 
ing ratties | W aro J j j er located directly above the 
with piano-hing ctior ire keyboard. Half cing tandard 
generou working ar iter ate 0 i Pacemaker mith-Corona 
Product ; ! | AB ( pt. AB, 301 N. Michigan Ave 


Lake hor ! ‘ » 1] hicago 1, Ill 
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Beauty, Adaptability 
With Movable Walls 


CUSTOMIZED movable interior 
walls highlight the most luxurious of 
executive suites. The “Horizon” wall 
system has easily moved wall panels 
of wood, steel, aluminum, plastic, and 
glass in a variety of colors, finishes, 
and surfaces. Panels are removable 
and interchangeable, and doors and 
frames are adjustable to varying floor 
levels, upon relocation. Provision has 
been made for easy installation of 
electric and telephone lines, and for 
other utilities. Walls are fireproof 
when all parts used are made of in- 
combustible materials, FE. F. Hauser- 
man Co., Dept. AB, 2100 Keith Build 
ing, Cleveland 15, Ohio 


Two Units of Photocopier 
Appear as One Machine 


PHOTOCOPIES up to 20 inches wide 
by any length are made by the Genco 
EXACT-FAX DUO. The printer with 
shutter-type light control and the 
processor are available individually or 
as an outfit that gives the appearance 
of one machine. The outfit makes 
about 60 to 90 sharp, one-sided o1 
two-sided copies an hour. It repro 
duces from all colors. General Photo 
Products Co., Inc., Dept. AB, Chat 
ham, New Jersey 


Carlyle Executive Desk Has 
Many Built-In Conveniences 
THE NEAREST approach to desk 
automation is the Carlyle Executive 
Desk. Built-in conveniences automati- 
cally organize current papers, refer- 
ence material, and the miscellany the 
executive must have at his desk. The 
phone and wastebasket are secreted 
inside. A personal letter drawer 
affords reference to 24 inches of 
cross-filed letter-size records, while 
the center drawer has been replaced 
by utility drawers at upper left and 
right. Shaw-Walker Co., Dept. AB 
Muskegon, Mich 


‘“Budgex'"’ Office Partitions 
Offered in Three Heights 


“BUDGEX” office partitions come in 
three heights: 42-inch flush; 42-inch 
plus 12-inch glass; and 42-inch plus 
24-inch glass. Made in a variety of 
standard lengths, the partitions can 
be cut on the job to form a desired 
length. They are easy to install and 
can be locked together with a screw 
driver. Legs adjust to uneven floors 
G R Products, Inc., Dept. AB, 2417 
Eastern Ave., Grand Rapids, Mich 
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Inkless Duplicator Is 
Easily Transported 


AN INKLESS duplicator in compact 
form (26 Ibs.) is easily transported 
The streamlined container 
an auto-feed duplicator when its two 
flap doors are opened. Fluid for the 
Fordigraph 100 is contained in a 
transparent cartridge to prevent spil- 
ling. Fast and automatic positive 
paper feed of sheets from post-card 
size to 9 by 14 inches is possible. Rex- 
Rotary Distributing Corp., Dept. AB 
387 Fourth Ave., New York 16, N. Y 


becomes 


More Pages Provide 
Check of 11 Years 


QUICK REFERENCE to dates ove 
an 1l-year period is a new exclusive 
feature now added to Success Desk 
Calendars, Extra pages are included 
at the back of the calendar pad. On 
these pages are printed the calendars 
for the five preceding years and the 
five future years. Columbian Art 
Works, Dept. AB, 2300 W. Cornel! 
St., Milwaukee, Wis 
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Forms Burster Trims, Stacks 
Numerous Continuous Forms 


DESIGNED TO SEPARATE and 
trim continuous forms, the Egry Divi 
Forms Burster will remove punch- 
hole margins, and burst and stack 
single units in a neat pack in one 
easy operation. Trimmed margins are 
wound on a reel inside the machine 
Continuous forms from 2 inches to 18 
inches wide and from 3'% inches to 
1l inches in length can be burst at 
rates up to 30,000 an hour. Most tab 
forms can be burst without width or 
length adjustment Egry 
Company, Dept. AB, Dayton 2, Ohio 


tegister 


Salesmen Find Quick Way 
To Change Binder Sheets 


SALESMEN can reduce the time 
they spend changing sheets in their 
binders. With the Dominator they 
can quickly remove or insert sheets 
anywhere in the binder without tak- 
ing the covers apart. There are no 
screws to change, nor posts to add 
The binder comes in cowhide or calf- 
skin, furnished with or without carry- 
ing handles. The Heinn Company 
Dept. AB, 326 W. Florida St., Mil- 
waukee 4, Wis 


ine 46 oinehe high by 30 


Air Conditioners Occupy 4 oe . ae 
Wicit y McCcnes inh 
56 Percent Less Space Three cabinet enclosures are offered 


A NEW LINE of water-cooled roon mported traditional 
mahovany in blonde finish, and 


mahovan in 
air conditioners consist of three ! 
models. called Water-Cooled Consol urniture steel in chestnut 
aires. More compact than their pred ) i enamel, Remington Air Condi 
AB, Auburn 


brown 


ecessors, the new units take only 44 oning Division, Dept 


percent a much floor space All ew Yorth 








TIPS FOR 


THE NEED for information about 
people, and the manner by which it 
is gathered are told in “OF PEOPLE 
PLACES AND TIME,” 
sound-slidefilm. Running 18 minutes 
the color film should be interesting 
to insurance underwriters and agents 
personnel directors, and credit men 
To use or see this film, write Retail 
Credit Company, 1600 Peachtree St 
Atlanta 9, Ga 


‘AUTOMATION-LABELATION,” a 
new guide, shows how extra valu 
can be given to any automation in 
stallation through the use of margin 
ally punched feed labels. The guide 
describes labels, surfaces that can be 
labeled, types of machines that can 
be used, and systems in which “label 
ation” can serve. It includes a test 
kit of labels for experimentation 
Allen Hollander Co., Inc., 385 Gerard 
Ave., New York 51, N. Y 


A SOUND MOVIE in color, “Speed- 
ing the Distribution of Engineering 
Drawings by Xerography,” depicts 
the use of copy equipment at IBM 
Ford, Chrysler, and Glenn L. Martin 
in the xerographic reduction of out- 
size engineering drawings. From off 
set paper masters, multiple copies 
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are then run off The film is a 14 chinery and Chemical Corp 


Hoopes 
minute, 16mm. one. Film Distributior Illinois 
Dept The Haloid Company, Roche 


ter 3, N.Y FOR blueprint 
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chandise Mart Plaza. Chicago 


Carrier Corporation common and are 
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al With Your Tension 
be obtained from Letter Mental 
ilth, Box 2500, New York 1, N. ¥Y 
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WITH HOT WEATHER here, fi ma 
about a new iutomatic tea } 
should take on added appeal ‘ 
tures of the machine ncluding 

staini« 


pacity, specification IZ! AND ry. of 


are described in Pamphlet KI I teel reactors are listed in a new 


ind operatior 


Kitchen Equipment Dept F owe julletin. The reactors described range 








in size from five gallons to 2,000 gal- 
lons. They are equipped with conven- 
tional and “dimpled” jackets. Copies 
can be had by writing to The Pfaudlet 
('o., 1041 West Ave., Rochester, N. Y 


HOW YOUR HANDY man can use 
STONFAST to make quick repairs to 
damaged floors is told in a new folder 
Pocket-size, the four-page folder is 
Stonhard Company, 


Phila- 


available from 
Inc., 1306 Spring Garden St 


delphia 23, Pa 


BUSINESS APPLICATIONS of the 
Datatron electronic data-processing 

tem are told in six illustrated bro- 
chures, They document specific solu- 
tions to computational problems in 
payroll invoice _ billing 
parts-inventory controlling, accounts 
payable processing, utility billing, and 
life-insurance recording. For one or 
more of the booklets, write Electro 
Data, 460 Sierra Madre Villa, Pasa 


dena, Calif 


Processing, 


REPRINTS of two articles on indus 
trial hygiene are being offered, The 
articles are “Analysis and = Instru 
mentation jasis of Industrial Hy 
giene”’ and “Health Maintenance in 
the Petroleum Industry.” For copies 
write to IHF, Mellon Institute, 4400 
Fifth Ave., Pittsburgh 13, Pa 


THE PRESIDENT of The Prudential 
Insurance Company of America, Car 
rol M. Shanks, suggests 
to prolong prosperity” in a booklet by 
the same name. A limited number of 
copies is available from The Pruden 
tial Insurance Company of America 
Newark, N. J 


“seven ways 


BUSINESSPAPER § advertisers will 
want to read a 28-page booklet, “Busi- 
nesspapers the Working Press.” It 
tells just what businesspaper adver 
tising is, its do’s and don'ts, and its 
advantages, For a copy, write The 
Associated Business Publications, 205 


KE. 42nd St., New York 17, N. Y 


CHICAGO’s future is outlined in 
some 40 articles illustrated with more 
than 200 pictures. These articles 
have been gathered together into 
“Chicago's New Horizons,” a 264-page 
magazine. Copies are available at 
$2.00 each from Chicago Association 
of Commerce and Industry, 1 N 
La Salle St., Chicago, Ill 


. 


ALUMINUM display trames for 
safety posters, company advertising 
and material that must be displayed 
in prominent places are described in 
a catalog offered by Arlington Alu- 
minum Company, 19011 W. Davison, 
Detroit 23, Mich 
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TRADE ASSOCIATION LAW AND 
PRACTICE, By George P. Lambe and 
S. 8S. Kittelle. This is said to be the 
first book explaining and interpreting 
antitrust laws as they apply to mod- 
ern trade associations. The authors 
believe in trade associations, and 
draw on extensive firsthand know!l- 
edge and experience in the practice of 
law as counsel for and advisers to 
a number of leading trade groups 
From this background of practical 
experience they illustrate areas 
covered by legitimate trade-associa- 
tion objectives and how they may be 
accomplished 

Among other subjects, the authors 
discuss the antitrust concepts which 
affect the nature, and 
scope of the operations of trade as 
usual functions of 
including specific 
data on “unfair 
practices” and their elimination—and 
the “how-to” aspects of organizing 
and operating an association. One 
chapter is devoted to Federal tax 
problems faced by trade associations 
Enhancing its value as a reference 
book is the inclusion of a subject 
matter index, a bibliography, and a 
table of cases and statutes. Little, 
Brown & Company, Boston, Mass, 284 
pages. $10.00 R. B. R 
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FASTER, FASTER: A’ SIMPLE DE- 
$CRIPTION OF A GIANT ELECTRONIC CAL- 
CULATOR AND THE PROBLEMS IT SOLVES 
By W. J. Eckert and R. Jones. A 
generation ago, such a book would 
have been classified as “science 
fiction,” and added to the shelf con- 
taining Holmes’ Elsie Venner and 
Wells’ War of the Worlds. Today, 
NORC is the almost-human electronic 
brain built by the International Busi- 
ness Machines Corporation for the 
Bureau of Ordnance of the VU. S 
Navy Department; and in this book 
we make its acquaintance through a 
description by two staffers of the 
Watson Scientific Computing Labora- 
tory of Columbia University. 

If you have wondered about how 
such fantastic machines work and 
just what they do, but you do not 
have the scientific background to 
read and understand mathematical 
treatises, you will find this book 
fascinating. Written in layman's 
language, it gives a_ step-by-step 
explanation of the why, what, and 
how of one of the most amazing 
stories of our time—the machine 
which will calculate in one second 
what a good mathematician would 
take a week to figure. You wili also 
learn how such machines, of which 


‘ | 


NORC is only one typical example 
may contribute heavily to the sur- 
vival of America in case of war 
McGraw-Hill Book Co., 330 W. 42nd 
St., New York 36, N. Y. 160 pages 
$3.75. E.C.L 


THE PATTERN OF MANAGE- 
MENT. By Lyndall F. Urwick. Great 
stress is placed on the importance of 
a closer union between theory and 
practice in modern management. The 
opening chapter, “Management in an 
Adaptive Society,” proceeds to show 
the oversimplification of new, fresh 
concepts in management, The author 
feels, “Novelties are disturbing, par- 
ticularly in old, established societies.’ 
As a result, man accepts things that 
hear, and smell 
ideas (the stuff of which modern 
management concepts are built) often 
tax the intellectual process and fail 
to gain human “New 
thinking only makes an impression on 
established behavior at the speed of 
water dropping on a stone,” says 
Colonel Urwick 

Presented are four parts of a new 
outline of management knowledge as 
conceived by the author. They are 
(1) The study of the task. (2) Ad- 
justing the individual to the task. (3) 
Arranging and correlating tasks. (4) 
Motivating and integrating groups 

Those interested in the philosophy 
of management and its application to 
industry or government will find the 
book concise and easily understood 
The author is the chairman of the 
board of the London firm of Urwick 
Orr and Partners, Ltd., management 
consultants. He was the first Briton 
to receive the gold medal of the In- 
ternational Committee for Scientific 
Management. University of Minne- 
sota Press, University of Minnesota, 
Minneapolis, Minnesota, 100 pages 
$2.50 E. M.R 
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PUTTING YOURSELF OVER IN 
BUSINESS. By Dyer, Evans and 
Lovell. Here is a good source book for 
anyone faced with problems of mak- 
ing presentations to large or small 
groups. It reviews effective methods 
and allows the reader to select his 
technique based on the nature of the 
group and the material or subject to 
be presented. Even the executive 
with considerable experience in ‘“‘sell- 
ing ideas” will benefit by the or- 
ganized review of principles and 
methods presented in these pages 
Especially useful are the chapters 
on, “How to Select Presentation 
Aids,” “How and Where to Get Your 
Aids Easily,” and “What to Do When 
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You Need Aids in a Hurry.” The book 
also covers fundamentals of conduct- 
ing successful conferences, how to 
deal with different types of individ- 
uals, and other techniques about tim- 
ing, Suggestions, gripes, and public 
speaking Prentice-Hall Ine 206 
pages. $4.95 R. BR 


THE HIDDEN PERSUADERS. By 
Vance Packard. The subtitle, wat 
MAKES US BUY, BELIEVE AND EVEN 
VOTE THE WAY WE DO. AN INTRODU¢ 
TION TO THE NEW WORLD OF SYMBOL 
MANIPULATION AND MOTIVATIONAL RE 
SEARCH, suggests the tempo of this 
book. While the style stems from the 
methodology of Lincoln Steffens and 
Stuart Chase—‘‘wherever two or 
three men in gray flannel suits are 
gathered together along Ad Alley 
figuring how to part you from more 
dollars”-—there is much of interest 
to businessmen, in between the wind 
mill-tilting episodes 

Chapter headings include “Market 
ing Eight Hidden Needs,” “Caste and 
Class in the Salesroom,” “New Fro! 
tiers for Recruiting Customer! 
‘Back to the Breast, and Beyond 
“Selling Symbols to Upward Stri 

and “The Engineered Yes.’ 

The book is amusing and useful if 
the reader can balance his sense of 
perspective against the dogmatism of 
the author's obiter§ dicta David 
McKay Co., 55 Fifth Ave., New Yor} 
3. WN. Y.2i pages $4.00 _ 


INTRODUCTION TO OPERATIONS 
RESEARCH. By Churchman, Ackoff 
& Arnoff. If the following formula 
Ya {[Xa-(Soa-aoA -{Xa)~ 2{Xa- Soa 
means anything to you, you will want 
to study (“read” is hardly the right 
word) this 600-plus-page volume. It 
is an impressive tome, written by 
three well-known Ph. D.’s who are 
authorities on the subject. Subtitled 
BASIC COVERAGE OF PRINCIPLES AND 
METHODS, ILLUSTRATED BY CASE EX 
AMPLES FROM BUSINESS AND INDUSTRY,’ 
it covers such topics as “inventory 
linear programming, waiting line, re 
placement, competitive, and other 
mathematical methods useful in 
O.R.” And, says the book jacket 
“The technical material has been 
simplified, but not at the risk of 
distortion.” There is no doubt that 
O.R. practitioners will want to add 
this new volume to their libraric 

John Wiley & Sons, 440 Fourth Ave 

New York 16, N. Y. 645 pages. $12.00 
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UPPLEMENTAL UNEMPLOY 
MENT BENEFIT PLANS THEW 
ECONOMK & INDUSTRIAL RELATION 
IMPLICATIONS. By Wermel & Beide 
man A publication of the Benefit 
and Insurance Research Cente of 
the Industrial Relation Section of 
the California Institute of Technology 
of Pasadena California Content 


include Effect of Supple mentation o1 


Business Decisions and Influence of 
Supplemental Unemployment Benefit 
Plans upon the Labor Market. Bib 


liography 2 page $1.00 
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COSTLY RE-DRAFTING OF 
ORGANIZATION CHARTS 


STO 


THE 


COFFIELD 
EVERLASTING 


Interchangeable _3 


ORGANIZATION <5: 
CHART wy 
EASY TO CHANGE 


A typist, a typewriter and typing paper are all you 
need to keep your chart up to date, It's that simple! 


~ ~— 


+ Sizes to Fit Any Organization Structure 
* Eliminates All Costly Drafting 

* Photographs for Sharp Prints 

* Invaluable as a Visual Training Aid 

+ All Parts Are Movable and Re-usable 
+ Solves Your Chart Problem Forever 


Write for Free Mlustrated Polder 
with Price Schedule No. AB 


MANAGEMENT CONTROL CHARTS CO, 172),6 YE 5 


we SHRED ALL 


WASTE PAPER SHREDDER 


Quickly shreds newspapers, magazines, 
waste paper, tissue, cellophane, corru 
gated cartons, wax paper, etc., into uniform 
resilient strands ideal for packing pur 
poses. Especially adapted to shredding 
confidential records, blueprints, etc., per 
mitting the return of this high-grade paper 
to the paper mills, for re-use 


Compact, economical, safe. All revolving parts 


ure covered. lastantly adjustable. Shreds '” to 


"be Destaned for continucus and trouble-free 


FREE TRIAL 


Operate a SHRED ALL 30 days. If 
not satisfied—return—owe nothing. 


UNIVERSAL SHREDDER COMPANY 
SAGINAW, MICHIGAN 
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foreign field. It is planned to be 
especially useful to the small- and 
middle-sized company that does not 
have an elaborate overseas program, 
and to the business of any size which 
is on the verge of entering the inter- 
national picture. The problems and 
possibilities for small and large firms 
implications for the survival of capi- 
talism and for the cold war, and the 
lews of distinguished foreign leaders 
are combined with comments from 
many United States executives to 
provide a bird's-eye view of the many 
facets of overseas programs. A large 
number of case histories—-pointing up 
“how we did it and why’——from a 
wide variety of companies are offered 
as practical guidance to the executive 
who is thinking seriously about inter 
national markets for his company 
Personnel management, control, pub- 


Cllet- 


Mail Carts 


Would you please give us the name 
of the manufacturer of the mail cart 
used in the picture on page 25 of the 
February issue?—Q. J. COPENHAGEN 
purchasing department Hawaiian 
Pineapple Company, 215 Market St 


San Francisco 5, Calif 


A similar cart, used by Esso Re- 
search Center, is made by Chesley 
Industries, Ince 7731 Lyndon St 
Detroit, Mich. Pendafler folders 
(legal size) can be added to the cart 
fo separate the mail 


Business Budgeting Society 


Since the article “What Can a 
Budget Program Accomplish,” ran in 
AMERICAN BUSINESS (March 1956), we 
have received many requests for the 
address of the national headquarters 
of the National Society for Business 
Budgeting. The address is 

National Society for Business 
Budgeting 

P. O. Box 1 

Covington, Ky 

Please ask your readers to direct 
VERNON 
Rurrer, assistant controller, Interna 
tional Minerals & Chemical Corp., 20 
N. Wacker Drive., Chicago, Ill 


any inquiries to this office 


Easing the Squeeze 


The problem of rising clerical costs 
faces all industry today and, in an ef- 
fort to combat this 
profits’ (AMERICAN BUSINESS, June 
1957) we organized an interdepart- 
mental committee, plus a methods re 
search group. As a result of their 


“squeeze on 


analyses, a program was inaugurated 
for attacking the problem on a broad 


basis by applying integrated data 


lic relations, labor relations, the 
establishment of manufacturing fa- 
cilities, and many other topics are 
included. 

Among these are: Where can I get 
necessary information? What do 
foreigners think of United 
capital? What about marketing sur- 
veys abroad? Should I license, export 
or manufacture? What help can 
Government agencies give? How have 
other companies made out? How can 
I get 
accept overseas posts? What should 
I do about training foreigners? How 
much autonomy ought foreign divi- 
sions be permitted, and in what 
fields? How have some. successful 
concerns kept in touch with foreign 
offices? McGraw-Hill Book Co., Inc 
330 W. 42nd St., New York 36, N. Y 
320 pages. $4.50 


Keadert. 


processing and using modern elec 
tronic office machines and equipment 
wherever feasible 

In 1956, IBM tape-to-card equip- 
ment and Teletypes were installed in 


States 


United States executives to 


a number of our yard offices to proc 
ess freight train and car movement 
information. In addition, studies were 
conducted in our accounting depart 
ment which led to the leasing of a 
large-scale electronic computer to be 
installed next year 

The tape-to-card installation is be- 
ing extended to the remaining yards 
on our railroad, and will be tied in 
with the computer operation 

In addition to reducing the clerical 
hours required under our present pro- 
cedures, the new system will provide 
more complete information in an ex 
pedited manner for better control of 
our over-all operations.._LLoyD W 
BAKER, executive assistant, The Bal 
timore & Ohio Railroad Company 
Baltimore, Md 


Freight Traffic Expert 


In the October 1956, AMERICAN 
BUSINESS, there was an article “Are 
You Throwing Away Money?” by 
L. F. Van Houten. One freight traffic 
expert is mentioned who will guaran 
tee any shipper in America, whose 
freight charges amount to more than 
$10,000 a year, savings and recoveries 
of more than 10 times his fee 

Our traffic manager is retiring on 
pension, due to ill health, and we 
would like to obtain the name and 
address of this traffic expert._-G. A 
Murray, secretary-treasurer, Melrath 
Supply & Gasket Co., Tioga St. and 
Aramingo Ave., Philadelphia 34, Pa 

We suggest you contact Mr. L. V 
Brandt, Freight Transportation En 
gineers, Inc., 1240 W. Lawrence Ave 
Chicago 40, Ill 
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Proposed Supermarkets 


In a past your 
you ran an article on the 
the supermarket in the United States 
(July 1956). Reference was made to 
Howard Ketcham, a New York de- 
signer of supermarkets, and John 
Logan, president of the National As- 
General We are 
interested in getting in 
both 

proposed 
country R 
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Cost of a Letter 


Will you please send me a copy of 
the article in the May (1957) 
showing the breakdown of the cost of 
a business letter RicHarpd K 
JEWETT, supervisor of advertising ad 
Pitne Ine 
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Sick Benefit Allowance 


We interested in learning 
whether or not you made 
nationwide survey as to the practice 
of corporations and/or companies in 
respect to sick benefit allowance 

The warehouse our opera 
tion—-shipping order-fill 
ing, and just plain warehouse men 
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“A SHORT COURSE IN SALESMANSHIP” 
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PRESENTING 
YOUR SALES CASE 


(onvineings 


Here is the foamed sales 
training team of Borden and 
Busse in a filmed presentation 
of five simple conviction-win- 
ning techniques any talesmon 
con use. Show this film to your 
salesmen and dealers, It will 
help them win more buying 
verdicts from prospects 


PRESENTING YOUR SALES 
CASE CONVINCINGLY, is o 
lémm. sound motion picture 
with @ half-hour of running 
time. is available on a 
rental basis 

for details write to— 


DARTNELL 
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OW do you find business / General business, 

according to the United Business ther- 
mometer and other indexes, including freight 
car loadings, is off about eight percentage 
points from a year ago. But it is still 16 points 
above the 10-year normal, so if you believe in 
averages, your business ought to be pretty 
wood, If itis good, your answer to our question 
would be the classic: “By going after it!’ Re- 
vardless of the rise and fall of weneral business 
activity, there are always alert buyers waiting 
to do business with alert sellers. But you won't 
find them sitting on your rear porch waiting 
for the postman to blow his whistle. Yet that, 
we find, is exactly what a great many compa- 
nies, and far too many salesmen, are doing 
waiting for something to happen. The compa- 
nies that are zooming along, making money, 
and building prestige are those that, as Bill 
HToller likes to say, “make things happen.” 
Some of us have forgotten what it means to 


dig for business. 
* + * 


Then there are those businessmen who enjoy 
fecling sorry for themselves. They blame 
dwindling sales and scanty profits on “tight 
money.” Their troubles would) evaporate if 
only they could get money to expand. But, as 
our lead article points out, inability to borrow 
money is more often the result of unwise man 
agement than of tight credit. Thomas W. 
MeMahon, Jr, a Chase Manhattan Bank vice 
president, hit the nailon the head when he told 
the general management conference of Amerti- 
can Management Association: “Tf a company 
cannot measure up to tests of the market, i 
does not deserve credit. Money is always avail 
able to large or small businessmen who follow 
sound financial practices.” Tle advised busi 
hessmen to give more attention to equity fi 
nancing and avoid excessive investment in 
fixed assets and inventories. We sympathize 
with the small businessman in need of venture 
capital, but we cannot go along with those whe 
ure that small business should by subsidized 
just because farmers are being subsidized. Pwo 
wrongs do not make a right. 
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Kven though the short-term outlook — is 
cloudy, there is plenty of long-term sunshine 
ahead, according to a check of 200 economic 
experts in business and Government by the 
Republic Steel Corporation. Looking toward 
1965, the experts forecast population growth 
to 190 million; gross national production up 
from $412 to $560 billion; auto output from 6 
to 9 million; construction from $44.3 to $65 
billion; capital spending from $35 to $50 bil- 
lion. That is a lot of growth, but if we can avoid 
a big-seale war and hold the price line, Repub- 
lie’s forecast might well be an understatement. 


Have you noticed the number of executives 
who are changing jobs lately ¢ Some are moving 
up to better assignments. Others are leaving 
to better themselves. But a good many, it seems 
to me, have been eased out to make room for 
more aggressive men. [t is just as William 'T. 
Brady, president of Corn Products Refining 
Company, said the other day: “Business is just 
like coaching. The coach doesn’t lose more 
than a season and then he is out. In a competi- 
tive economy, the time to fire a man is when he 
stops pulling his weight.” What business needs 
today, is more pullers and fewer leaners. 


Taking a poke at businesses that are able to 
spend millions for product research like Ford 
has done on the new Edsel line, one small 
manufacturer wants the Government to take 
over all research and share the results equally 
with an entire industry. Even if that were 
practical the end 
result would not be much different. The more 
alert, better financed members of the industry 
would soon be getting the bulk of the sales 


which of course it is not 


through better salesmanship. This was  evi- 
denced when some of the German patents were 
released ny the Government on an industry 
wide basis. or every man who has the vision 
to see the possibilitie s of a new idea, there are 


a thousand who see only what’s wrong with it. 
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ACCOUNTING MACHINES 
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IBM FASHIONS TEXTILE SAVINGS 
MANY WAYS 


¢ One mill saves $85,000 a year in loom 
maintenance costs while cutting down 
on seconds” by more than 75%—with 
IBM production control methods. 


¢ A leading apparel manufacturer makes 


vital management decisions 24 hours 


sooner, with an IBM 650 reporting on 
sales and production. 

¢ Another mill, using IBM controls, freed 
more than $250,000 in spare parts in 
ventory. 


ever 
feel 


IBM 
in a 
fine fabric? 


You won't notice it in the bright pattern of a piece of yard goods 
or the trim fit of your new suit—but IBM business machines and 
electronic systems play a vital role in spinning a breathtaking range 


of new fibers, textures and colors into your life. 


Familiar IBM punched cards and processing machines daily analyze 
thousands of purchases to reveal your favorites in fashion and 

fabric for America’s textile industry. In mills, they help keep 

quality high, inventory controlled, looms humming. In offices, 

they speed through everyday business tasks and produce savings that 


show up in better goods at lower prices. 


Yes, every day, in uncounted ways, IBM helps add to the pleasure 


of daily living...the progress and profit of business. 
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